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OTHER  GREAT  SESSIONS  INCLUDE; 

•  Ereat  idea  Session  -  Presented  by:  Bab  Scaiie,  Vice  President,  Smaller  Market  Newspapers,  Newspaper  Association  ol  America  ■  Roundtables  -  Major  Accounts,  Publishers,  Local  Advertising 
■  Adding  Sizzle  to  Your  Sales  Presentation  -  Presented  by:  Mike  Chires,  Vice  President/Oirector  oi  Sales,  The  Greater  Detroit  Radio  Group  •  Technology  Update  -  Presented  by:  David  Cole, 
Proprietor,  The  Cole  Group  ■  Advertiser’s  Reception  -  Dver  B5  Advertisers  and/or  their  representatives  have  been  invited  ■  Dne-on-one  meetings  with  major  advertisers  and  much  more... 

Far  the  complete  conference  brochure  and  registration  forms  visit  www.suburban-news.org  or  call  EID-3GI-9234 


SUDDENLY  in  NOnO  HINA 

HIPAA  is  meant  to  protect 

patient  privacy,  and  the  fact  that 
reporters  can’t  get  names  and 
contact  information  is  certainly  no  problem 
to  those  patients  (“A  Medical  Disaster,” 

July  14,  p.  22).  Readers  don’t  remember 
those  names  listed  in  stories  unless  they 
know  the  person  or  the  victim  is  a  celebrity. 

I  am  a  former  photojoumalist  that  expe¬ 
rienced  the  hatred  of  families  and  victims 
of  accidents  when  I  showed  up  at  construc¬ 
tion  accidents  and  vehicle  wrecks.  They 
universally  wanted  me  out  of  there  when  I 
showed  up  to  do  my  job.  I  hated  that  my 
job  required  me  to  invade  the  privacy  of 
victims  of  accidents.  Asking  their  names 
and  getting  contact  info  was  hell.  Ultimate¬ 
ly,  I  quit  that  job  because  of  this  issue. 

Why  do  we  need  those  names  in  the 
public  press,  especially  when  victims  most 
often  don’t  want  to  be  identified?  Surely 
there  are  witnesses  willing  to  be  identified 
who  can  answer  more  questions  than  “how 
did  it  feel  when  the  balcony  fell  on  your 
head?”  Privacy  is  more  important  than 
tearful  victims  blubbering  through  their 
bandages  about  their  injuries. 

MIKE  BANKS  VALENTINE 
Long  Beach,  Calif. 

KEEPITDDINDFDHTHEXIDD 

MUST  CONGRATULATE  YOU  ON  YOUR 
“-30-”  column  of  June  16. 1  have 
argued  many  times  within  the  Society 
of  Professional  Journalists  (SPJ)  that  more 
people  in  our  profession  need  to  be  more 
transparent  in  how  we  do  our  jobs.  Critics 
have  said  that  means  turning  over  editorial 
decisions  to  the  public  —  ah,  some  of  those 


“Readers’  Groups”  like  the,  I  think,  Saint 
Paul  Pioneer  Press  had.  It,  of  course,  means 
no  such  thing,  just  as  having  a  more  trans¬ 
parent  government  does  not  mean  legisla¬ 
tors  no  longer  have  a  job  of  representing  us. 
It  just  means  people  better  understand 
what  we  do  and  why  we  do  it. 

DAN  KUBISKE 
CO-CHAIR, 

INTERNATIONAL  COMMITTEE,  SPJ 

Santo  Domingo,  Dominican  Republic 


THE  BULLETS  KEEP  FLYIN6 

An  article  by  E&P  Editor  Greg  Mitchell 
for  our  Web  site  on  July  17  inspired  more 
e-mail  response  than  any  story  in  recent 
memory.  The  article,  “Media  Underphys 
U.S.  Death  Toll  in  Iraq,”  charged  that 
the  press  routinely  mentions  American 
combat  deaths  (around  35  at  that  time) 
while  ignoring  the  much  greater  number 
of  non-combat  deaths,  which,  in  addition, 
seem  alarmingly  high.  The  story  can 
be  found  at(http://tinyurl.com/haat). 
Here  is  a  sample  of  those  letters. 

My  husband  is  a  war  veteran 
and  it  makes  the  two  of  us  crazy 
that  the  media  is  doing  this. 

The  attempt  to  sanitize  the  death  of  these 
soldiers  is  shameful. 

JOAN  AND  PETE  IGNOLIA 

ONE  IMPORTANT  POINT  THAT 

[Mitchell]  failed  to  mention  is 
that  it  has  been  widely  reported 
by  troops  in  the  field  that  the  reason 
there  have  been  so  many  vehicle  accidents 
is  that,  in  an  {continued  on  page  20} 
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THIS  WEEK  ON  THE  WEB 

Exclusively  on  editorandpublisher.coni ... 

To  attract  the  college  set  online  newspapers 
must  use  engaging  design  and  interactive  fea¬ 
tures,  says  columnist  Steve  Outing.  Oh,  and  edgy 
I  content  helps  too.  (“Stop  the  Presses,”  July  16). 

I  ...Want  to  track  population,  crime,  or  farming 
I  stats  in  your  community?  The  Census  Bureau 
Web  site  is  the  place  to  go,  says  Charles  Bowen 
(“Digital  How-To,”  July  22). ...  How  did  Los  Ange¬ 
les  Times  political  cartoonist  Michael  Ramirez 
I  react  when  the  Secret  Service  paid  a  surprise 
I  visit?  Find  out  in  Dave  Astor's  “Syndicate  World” 

I  (July  24).  ...A  new  study  supports  the  efficacy 
I  of  online  advertising  (“Headlines,”  July  25).  ... 

I  Plus,  a  new  Photo  of  the  Week  and  Online  Poll. 


50  YEARS  AGO 


NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


JULY  28,  1953; 

The  Seattle  Times  “indefinitely” 
suspended  publication  when 
members  of  the  Seattle-Tacoma 
Newspaper  Guild  walked  out  and 
members  of  the  mechanical  craft  producing  neighbors,  the  Los 


unions  refused  to  cross  picket 
lines.  This  marked  the  first  time 
the  Guild  struck  at  the  Times. 

Not  to  be  outdone  by  its  movie- 


Angeles  Times  carried  its  first  3-D 
advertisement  in  the  newspaper, 
a  full-page  ad  for  Li.  department 
store  Bullock’s  Downtown.  One 
pair  of  3-D  glasses  was  inserted 
into  every  issue  of  the  paper. 
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FOR  THF:  week  of  JULY  28,  2  0  0  3 


VOLUME  136 


Gannett  Co.  Inc. 

directors  last 
week  voted  to  keep 
Douglas  H.  McCorkin- 
dale  as  chairman, 
president  and  CEO 
through  at  least  July 
2006,  two  years  after 
his  previous  contract 
would  have  ended 
at  age  65. 

The  extension 
tables  the  topic  of 
a  successor  to  Mc- 
Corkindale.  In  a 
statement,  McCorkin- 
dale  said  the  exten¬ 
sion  would,  among 
other  things,  permit 
him  to  develop  the 
next  level  of  top  man¬ 
agement  for  Gannett. 
—  MARK  FITZGERALD 


the  families,”  said  Dennis  Sodomka,  executive  editor 
of  The  Augusta  (Ga.)  Chronicle,  which  is  located  near 
Fort  Gordon,  home  to  the  319th  Transportation 
Company  now  in  Iraq. 

Fort  Gordon  is  one  of  several  bases  where  family 
members  of  those  in  Iraq  are  angry  about  how  long 
they  have  had  to  stay  in  the  combat  zone.  Editors  say 
reporting  on  this  has  sparked  both  sympathetic  and 
opposing  comments  from  readers,  in  some  cases  cre¬ 
ating  factions  within  the  military  base  communities. 

A  protest  by  about  100  family  members  in 
Hinesville,  Ga.  on  July  16  drew  heavy  coverage  by  the 
Savannah  Morning  News.  The  Third  Infantry 
Division  at  nearby  Fort  Stewart  remains  in  Iraq.  The 
Morning  News  is  also  considering  sending  reporter 
Noelle  Phillips  back  to  the  front.  “It  will  be  expensive 


Press  on  the  spot  as  U.S.  soldiers, 
and  spouses  back  home,  voice 
complaints  about  drawn-out  war 


BY  JOE  STRUPP 

As  U.S.  MILITARY  CASUALTIES  IN  IRAQ 
continue  to  mount,  newspapers  find 
themselves  thrust  into  a  new  area  of  cover¬ 
age:  the  growing  discontent  among  soldiers  who  have 
to  remain  in  the  war-tom  country,  and  the  angiy 
protests  of  some  of  their  families  back  home. 
Newspapers  have  used  everything  from  a  column  by 
an  angry  spouse  to  the  publication  of  an  anonymous 
e-mail  dispatch  purported  to  be  from  a  soldier  in  Iraq. 

Meanwhile,  questions  about  how 
the  Pentagon  is  reporting  the  deaths  of 
soldiers  —  and  the  exact  cause  of  those 
fatalities  —  have  placed  new  scmtiny 
on  how  much  information  the  militaiy' 
is  willing  to  reveal  to  the  press  and  how 
long  they  are  taking  to  report  their 
findings,  especially  in  cases  that  may  '  1 

involve  “fnendly  fire,”  suicides  or  mys-  L— ■ 
terious  accidents. 

All  of  this  has  placed  a  new  burden 
on  reporters  and  editors  who  thought  41 

postwar  coverage  would  be  simply  r  "  I 

reporting  on  a  new  Iraqi  government  ^  I 

and  the  swift  return  of  U.S.  troops.  I 

“We  are  having  to  spend  more  time  on  . 

it  than  we  planned,  more  coverage  on 

Kelli  Pintaine,  of  the  502nd  Military  L't' 
Intelligence  Company,  witnessed 
a  suicide  and  it  ended  up  in  ^  - 

a  Ukiah,  Calif,  paper  — . . h 


Knight  Ridder 
will  have  to 
find  replacements 
for  three  senior 
executives. 

Heath  J.  Meri¬ 
wether,  59, and 
Michael  Maidenberg, 
60,  announced  late 
last  week  they  would 
retire  as  publishers  of 
the  Detroit  Free  Press 


4  EDITOR  &  PUBLISHER  JULY  28,  2003 


www.editorandpublisher.com 


LEWIS  lbvine/for  the  savannah  morning  news 


Protesters  Kimberly  Hernandez,  left,  Isabell  Bailey  and  Tabitha  Giles  listen 
in  Hinesville,  Ga.,  during  a  meeting  to  launch  a  letter-writing  campaign. 

and  it  is  a  lot  more  dangerous  in  many  ways,”  suicide.  Hel 
Managing  Editor  Don  Suwyn  said.  “We  are  strug-  informed  by; 
gling  with  that  decision.”  Another  c; 

In  the  war  zone,  meanwhile,  military  personnel  are  Melissa  Vall( 
being  more  vocal.  An  Augusta  Chronicle  story  quoted  July  9  after 
several  fed-up  G.I.’s,  on  the  record,  including  one  ser-  abdomen.  “Yi 
geant  who  said,  “We’ve  been  here  long  enough,  we  did  of  the  facts,” 
our  mission.”  Another  soldier  told  the  paper,  via  cell  operations  fo 
phone,  “I  don’t  know  if  it’s  fair.”  Newspape 

Such  frustrations  make  for  good  stories,  but  also  killed  in  sucl 
raise  questions  about  violating  military  policy,  pressing  for: 

Editors  say  they  want  to  report  on  the  feelings  of  formation.  ‘ 
those  in  the  service,  but  not  subject  them  (or  their  asking  for  th 
reporters)  to  retribution.  “We  cover  the  disappoint-  San  Antonio 
ment  and  fhistration  as  best  we  can,”  said  Executive  ing  the  Valle 
Editor  Patrick  Donahue  of  the  thrice-weekly  Coastal  not  ruled  ( 

Courier  in  Hinesville,  which  published  excerpts  of  an  but  that  is  a 

e-mail  allegedly  from  a  soldier  in  Iraq  who  said  he  felt  _ 

“forgotten  and  betrayed.” 

Pentagon  officials  told  EC^Pthe  policy  regarding  Seattle  s 
soldiers  speaking  to  reporters  only  limits  them  from  __  . 

revealing  information  that  could  damage  military  T  m  ^  I 

security  or  making  comments  that  “question  senior  III  U  I 

military  or  civilian  officers,”  according  to  U.S.  Army  |  1 1 U  I 

Capt.  Jeff  Fitzgibbons  of  the  Coalition  Press 
Information  Center.  “Soldiers  complaining  is  not  a  A  A  M 
problem.  But  everything  a  soldier  says  to  the  media  is  V 1 1 U 1 1 
on  the  record,”  he  explained,  so  soldiers  cannot  hide  Ij  M  M  I 
behind  anonymity.  He  also  said  individual  unit  com¬ 
manders  may  order  soldiers  not  to  speak  to  the  press  BY  LUCIA  MOSES 
at  all  if  they  deem  it  necessaiy".  "W"  f  Hearst 

Another  area  of  concern  is  the  reporting  of  I  Communications 
military  deaths  and  their  classification  as  combat  or  Inc.  makes  good  on 

non-combat.  Determining  the  cause  of  death  is  tak-  its  pledge  to  try  to  sell 
ing  a  long  time,  leaving  reporters  —  and  some  fami-  Xhe  Seattle  Post-Intelli- 

lies  —  without  knowing  how  a  local  soldier  died.  gencer,  it  would  start 

“We  have  had  a  difficult  time  getting  any  specifics,”  down  a  familiar  path 
said  Dennis  Hetzel,  editor  and  publisher  of  the  York  with  one  likely  outcome. 
(Pa.)  Daily  Record,  which  reported  the  July  3  death  of  Conventional  wisdom 
U.S.  Army  Cpl.  Corey  Lee  Small,  a  York  native  killed  holds  that  it  would  be 
in  Iraq  under  circumstances  that  have  yet  to  be  easier  to  upset  Star- 


E  &  P  NEWS 


ft  ^  revealed  by  the  Pentagon.  “We’ve 
^  '  |b  tried  everything  we  can  think  of.” 

^  Small’s  death  is  one  of  many 

I  that  the  military  has  classified  only 
•  3S  non-combat.  But  a  report  in 
^  f  another  paper,  the  Ukiah  (Calif.) 

1  ..  M  Daily  Journal  —  nearly  3,000 

VBljl  miles  away  —  raised  speculation 
"  ▼  that  Small  may  have  committed 

suicide.  In  a  Daily  Journal  article 
^  published  July  13,  the  paper  quot- 
^  ed  a  local  woman  as  saying  her 
^  daughter,  stationed  in  Iraq,  had 
W  ,  I  witnessed  a  fellow  soldier  shoot 
himself  in  the  mouth  on  July  4,  but 
did  not  know  his  name.  A  review 
of  the  official  list  of  military  deaths 
in  Iraq  reveals  Small  as  the  onlv 
5  campaign  non-combat  death  on  July  3  or  4, 

indicating  his  may  have  been  a 
suicide.  Hetzel  did  not  know  about  this  until 
informed  by  em  E^P  reporter. 

Another  questionable  death  is  U.S.  Army  Sgt. 
Melissa  Valles,  26,  of  Eagle  Pass,  Texas,  who  died 
July  9  after  a  non-combat  gunshot  wound  to  the 
abdomen.  “You  can’t  list  the  cause  if  you  don’t  have  all 
of  the  facts,”  said  Col.  Jay  DeFrank,  director  of  press 
operations  for  the  Depeutment  of  Defense. 

Newspapers  located  near  the  hometowns  of  those 
killed  in  such  non-combat  situations  said  they  were 
pressing  for  specifics,  but  having  trouble  getting  in¬ 
formation.  “We’d  like  more  details  and  we  are 
asking  for  them,”  said  Robert  Rivard,  editor  of  the 
San  Antonio  (Texas)  Express-News,  which  is  cover¬ 
ing  the  Valles  death.  “All  they  have  said  is  they  have 
not  ruled  out  a  self-inflicted  gunshot  wound 
but  that  is  all.”  11 


Seattle  sales  pitch 

The  Hearst  case 
scenario  for  JOA 


bucks’  dominance  than 
to  find  a  buyer  for  the 
P-I,  the  declining  paper 
in  the  Seattle  JOA, 
without  the  presses, 
delivery  trucks,  business 
office,  and  other  assets. 

“The  reality  remains 
that  with  the  exception 
of  New  York  and  Chica¬ 
go,  metropolitan  areas 
will  not  support  two 


and  Grand  Forks 
(N.D.)  Herald, 
respectively,  this  year. 
Both  men  said  they 
plan  to  stay  involved 
in  newspapers. 

Meriwether  has 
spent  a  total  of  33 
years  at  the  Free 
Press  and  Miami 
Herald.  The  papers 
won  six  Pulitzers 
during  his  tenures  as 
executive  editor. 
Knight  Bidder’s 
longest-serving  pub¬ 
lisher,  Maidenberg 
spent  35  years  with 
Knight  Bidder  and  21 
as  publisher  of  the 
Herald,  which  won 
a  Pulitzer  for  public 
service  in  1998. 

Also,  John  G. 
Walsh,  senior  vice 
president  for  opera¬ 
tions  at  Philadelphia 
Newspapers  Inc.,  will 
become  senior  vice 
president  for  circula¬ 
tion  at  Belo's  Dallas 
Morning  News. 

—  LUCIA  MOSES 

RAININ60N 


Parade  magazine 
may  quit  spon¬ 
soring  bulk  copies  of 
Sunday  papers  now 
that  the  Audit  Bureau 
of  Circulations  (ABC) 
has  frowned  on  the 
practice.  The  ABC 
board  decided  earlier 
this  month  to  limit 
qualified  third- 
party/sponsorship 
sales  programs  to 
primarily  business-to- 
consumer  organiza¬ 
tions,  starting  Oct.  1. 

The  move  came  af¬ 
ter  advertiser  board 
members  expressed 
concerns  that  such 
programs  are  “not 
quite  an  arm's-length 
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transaction”  because 
the  Sunday  mags 
seek  to  strengthen 
their  relationship  with 
the  newspaper,  said 
Jeff  Beckley,  vice 
president  of  circula¬ 
tion  at  The  Atlanta 
Journal-Constitution 
and  chairman  of  an 
ABC  subcommittee 
which  discussed  the 
concerns. 

Parade  considered 
the  sponsorships  a 
success,  but  in  light 
of  the  ABC  ruling  is 
revisiting  the  idea. 
Publisher  Randy 
Siegel  said.  It  has  a 
third-party  deal  with 
Cox  Newspapers’  four 
Ohio  papers  and 
sponsored  copies  on 
a  smaller  scale  with 
its  carrier  papers  in 
Denver  and  Salt  Lake 
City  after  receiving 
ABC  approval.  {USA 
Weekend  said  it  pur¬ 
sued  no  such  spon¬ 
sorship  deals.)  Al 
Smith,  vice  president 
of  circulation  for  Cox  , 
Ohio,  said  he  hopes 
he  won’t  have  to  end 
a  program  that  has 
had  a  roughly  25% 
acquisition  rate. 

—  LUCIA  MOSES 

TABS  COURT 
LESS  TROUBLE 

News  organiza¬ 
tions  went  four 
for  five  in  court  last 
year,  setting  a  record 
for  both  the  lowest 
number  of  trials  for 
libel  and  privacy 
claims,  and  the  high¬ 
est  percentage  of 
media  victories  in 
the  22  years  the  New 
York  City-based  Me¬ 
dia  Law  Resource 
Center  (MLRC)  has 
tracked  trials. 


dailies  in  the  long  run,” 
said  Stephen  Lacy,  a 
JOA  expert  who  teaches 
journalism  at  Michigan 
State  University. 

“There’s  got  to  be 
somebody  who  takes  an 
interest  in  this  area.  It’s  a 
risky  thing  to  do.  People 
who  do  it  are  not  really 
doing  it  for  the  money.” 

Hearst  said  last  week 
it  would  have  to  hurry 
up  and  start  the  process 
of  seeking  a  buyer  for  the 
paper.  In  order  to  shut  it 
down  and  collect  a  share 
of  the  JOA  profits  for  the 
next  80  years,  Hearst 
has  to  prove  the  business 
is  failing  by  showing  it 
can’t  find  a  buyer  willing 
to  publish  it  outside  the 
JOA  with  The  Seattle 
Times. 

The  latest  Hearst 
move  came  after  a  judge 
denied  its  request  to 
speed  up  its  lawsuit 
to  stop  an  effort  by  its 
JOA  partner  to  end  the 
22-year-old  partnership. 
Frank  A  Blethen,  whose 
family  owns  the  Times, 
said  last  year  his  paper 
has  lost  money  the  past 
three  years,  starting  the 
clock  on  an  18-month 
period  in  which  both 
sides  must  negotiate  to 
fold  one  of  the  papers  or 
let  the  JOA  expire. 

The  Justice  Depart¬ 
ment  has  had  varied  in¬ 
volvement  in  JOA 
dissolutions,  points  out 
Stephen  Barnett,  who 
teaches  antitrust  law  at 
the  University  of  Califor¬ 
nia  at  Berkeley  and 
follows  JOAs. 

In  the  recent  exam¬ 
ples  of  Honolulu  and 
San  Francisco,  the 
government  took  an 
active  interest  and  the 
trailing  papers  ended  up 
being  sold.  In  San  Fran¬ 
cisco,  of  course,  it  was 
Hearst  selling  the  San 
Francisco  Lcaminer  to 


Phil  Talmadge, 
co-chair  of 
the  Committee 
for  a  Two- 
Newspaper 
Town,  has 
sought  to 
preserve  both 
the  Times  and 
the  Seattle  P-l. 


the  Fang  publishing 
family  in  2000  so  it 
could  break  up  the  city’s 
JOA  and  keep  its 
partner’s  San  Francisco 
Chronicle.  In  Honolulu, 
political  leaders,  citizen’s 
groups,  and  newspaper 
union  members  mobi¬ 
lized  to  stop  plans  to  end 
the  JOA  and  close  the 
Honolulu  Star-Bulletin, 
and  a  federal  appeals 
court  in  1999  blocked 
those  plans;  Canadian 
publisher  David  Black 
ended  up  buying  the 
paper. 

Could  recent  history 
repeat  in  Seattle?  The 
Committee  for  a  Two- 
Newspaper  Town,  a 
group  comprised  largely 
of  union  members, 
journalists,  and  citizens 
that  intervened  in  the 
lawsuit  over  the  fate  of 
the  two  dailies,  hasn’t 
decided  if  it  will  try  to 
find  a  buyer  for  the  P-I, 
said  Phil  Talmadge,  a 
lawyer  and  committee 
co-chairman.  Modeled 
after  the  Honolulu 
group,  the  Seattle  com¬ 
mittee  is  urging  the  state 
and  federal  government 
to  intervene  in  the  case, 
however.  The  two  recent 
situations  played  out 
under  a  different  admin¬ 
istration,  and  it’s 


anyone’s  guess  how 
much  interest  the  2003 
Justice  Department  will 
take  in  Seattle. 

Some  also  hold  out 
hope  that  Hearst  is  just 
trying  to  persuade  the 
judge  to  speed  up  the 
court  process.  Hearst, 
which  hired  an  invest¬ 
ment  bank  to  shop  the 
Examiner,  wouldn’t  say 
if  it’s  taken  any  steps  to 
seek  a  buyer  for  the  P-I. 


“I  think  Hearst  is  be¬ 
ing  melodramatic,”  said 
Liz  Brown,  administra¬ 
tive  officer  for  the  Pacific 
Northwest  Newspaper 
Guild,  which  represents 
employees  at  both  dailies 
and  is  underwriting  the 
committee’s  legal  efforts. 
“It’s  about  time  that 
Hearst  put  up  or  shut 
up.  Do  they  really  want 
to  stay  in  the  Seattle 
market?”  D 


rime  to  go  postal  over 
new  revenue  threat? 

Direct  mailers  could  get  big  break 


BY  LUCIA  MOSES 

The  D.C.  power  brokers  are  at 
work,  and  newspaper  groups  are 
uneasy.  No,  it’s  not  another  chal¬ 
lenge  to  the  FCC  on  cross-ownership. 

Trade  groups  are  fretting  over  possible 
changes  to  the  United  States  Postal 
Service  that  they  believe  could  threaten 
a  large  revenue  source  for  the  industry. 

Last  week,  subcommittees  of  the  presidentially 
appointed  commission  to  review  the  postal  service 
recommended  changes  that  would  give  the  service 
greater  flexibility  to  strike  rate  agreements  with 
individual  customers. 

Advo,  newspapers’  biggest  direct  mail  competitor, 
has  said  it  wants  such  a  Negotiated  Service 
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Agreement  (NSA),  and  newspaper  organizations 
worry  that  if  it  succeeds,  itll  let  Advo  offer  better 
rates  to  users  of  newspaper  preprints,  which  account 
for  one-fourth  of  newspaper  ad  revenue. 

To  newspapers,  more  postal  service  NSAs  would 
be  the  latest  example  of  its  practice  of  favoring  big 
mailers  in  its  effort  to  encourage  the  use  of  direct 
mail  advertising. 

The  recommendation  was  foreshadowed  earlier 
this  year,  when  the  postal  service  struck  its  first  NSA 
with  Capital  One,  giving  the  mailer  a  volume 
discount  for  first-class  mail. 

Paul  J.  Boyle,  senior  vice  president  for  public 
policy  at  the  Newspaper  Association  of  America, 
said  the  NAA  was  disappointed  groups  wouldn’t  be 
able  to  review  NSAs  prior  to  approval.  The  recom¬ 
mendations  call  for  NSAs  to  be  available  to  “similar¬ 
ly  situated  mailers.”  Whether  that  rule  actually  lets 
newspapers  compete  on  a  level  playing  field  with 
direct  mailers  remains  to  be  seen,  Boyle  said. 

A  subcommittee  also  recommended  expanding 
the  service’s  ability  to  raise  rates  within  certain 
boundaries,  a  change  that  could  have  plusses  and 
minuses  for  small  newspapers  that  rely  on  the  postal 
system  for  delivery,  said  Tonda  Rush,  public 


policy  director  for  the  NAA. 
The  association  is  representing 
many  of  those  papers. 

For  NAA  members,  rates 
have  always  been  a  chief 
concern.  Since  the  postal 
service  started  charging  for 
in-county  mail  delivery,  papers 
have  sometimes  faced  steep  in¬ 
creases  for  in-county  delivery. 
“Our  newspapers  are  captive 
mailers,”  Rush  said. 

A  proposal  to  streamline  the  rate  increase  process 
could  lead  to  regular,  predictable  rates  and  simplify 
the  appeals  process,  but  also  could  force  papers  to 
appeal  rate  increases  after  the  fact.  Rush  said. 

Nevvrspaper  lobbyists  found  much  to  like,  howev¬ 
er,  in  a  subcommittee’s  recommendation  that  the 
postal  service  stick  to  its  mission  of  being  a  public 
enterprise  devoted  to  universal  mail  delivery. 
Lobbyists  feared  that  a  more  privatized  postal  serv¬ 
ice  could  compromise  the  agency’s  rate  impaitiality. 

The  recommendations  are  due  at  the  Treasury 
Department  July  31,  and  will  then  be  sent  to 
President  Bush  for  approval.  1] 


The  2002  results 
continue  a  trend  es¬ 
tablished  over  those 
two  decades  towards 
fewer  trials  and  more 
news  media  victories 
at  the  trial  level  with¬ 
out  the  necessity  of 
appeals.  In  the 
1980s,  the  MLRC 
said,  news  organiza¬ 
tions  faced  an  aver¬ 
age  of  26.5  trials  per 
year,  which  dropped 
to  21.8  in  the  1990s, 
and  is  11.7  so  far 
this  decade.  The  me¬ 
dia  win  rate  has  also 
increased  to  53%  this 
decade,  from  41.1% 
in  the  1990s  and 
34.8%  in  the  1980s. 
More  information  on 
the  study  is  available 
at  the  MLRC  Web 
site,  http://www.me- 
dialaw.org. 

—  MARK  FITZGERALD 


Paul  Boyle,  NAA 
senior  vice  president 
for  public  policy 


School’s  out,  forever, 
in  the  heart  of  Texas 

BY  MARK  FITZGERALD 

CHICAGO 


CIA  chief  Robert  | 
Gates  —  and  the  state  jp||j 
Board  of  Regents.  wH 

Loren  Steffy,  f  IP 

Dallas  bureau  chief  for 
Bloomberg  News  and  l|9| 
president  of  the  Texas 
A&M  Former  Jour- 
nalism  Students 
Association  (FJSA) , 
was  one  of  several 
newspaper  and  wire 
service  executives 
who  met  with  | 

Johnson  to  urge  - ^ 

would  cost  too  much  money  to  him  to  reverse  his  rec- 

save.  Johnson  said  getting  the  ommendation:  “We  * 

program  back  on  track  would  asked  him  if  he’d  talked 

cost  $250,000  to  $500,000,  to  any  working  journalists, 
funds  the  Texas  legislature  is  and  he  said  no ...  He  clearly 
unlikely  to  advance.  Instead,  understood  very  little  about 

the  memo  sketches  out  a  plan  how  journalism  works.” 

to  keep  offering  j-classes  only  The  journalism  program 

long  enough  to  permit  current  known  affectionately  by  alum 

journalism  majors  to  complete  ni  as  "Uncle  Charlie”  has  had 
their  degree  requirements.  The  long-standing  administrative 
plan  still  needs  approval  of  the  and  faculty  problems.  It  hasn’ 

university  president  —  former  had  a  permanent  head  in  thre 


Nine  of  the  top 
20  news  Web 
sites  or  groups  in 
the  U.S.  during  June 
were  affiliated  with 
newspapers,  accord¬ 
ing  to  audience 
statistics  from 
NielsenZ/NetRatings. 
The  top  sites  in 
Nietsen/ZNetRatings* 
Current  Events  t 
Global  News  category 
were  MSNBC.  CNN. 
Yahoo!  News,  AOL 
News,  NYTimes.com, 
and  Knight  Bidder 
Digital.  When  aggre¬ 
gated,  Gannetfs 
newspaper  sites  (with 
the  exception  of  US- 
AToday.com)  ranked 
7th.  Counted  sepa¬ 
rately,  USA  Today's 
Web  site  ranked 

nth. 

—  CARL  SULLIVAN 
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UTAH 

Tom  Baden 

Tom  Baden  is  the  new  executive  editor 
of  The  Salt  Lake  Tribune.  Baden,  49,  spent 
a  decade  as  managing  editor  of  The  Patriot- 
News  in  Harrisburg,  Pa.  A  former  White 
House  correspondent  and  national  political 
writer,  he  reported  on  the  1988  and  1992 
presidential  campaigns  and  on  a  variety 
of  congressional,  political  and  national  issues.  Before  joining 
Newhouse  News  Service,  Baden  was  a  features  writer,  business 
reporter  and  city  editor  for  The  Post-Standard  in  Syracuse,  N.Y. 
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Copy  editors  with  at  least  five  years  of  experience  will  sharpen 
their  skills  in  editing  for  style,  writing  headlines,  using  design 
and  visual  elements,  editing  for  story,  and  checking  facts.  You’ll 
also  develop  strategies  for  personal  growth  and  learn  how  to 
play  a  leadership  role  in  the  newsroom. 
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EVERYTHING  YOU  NEED  TO  BE  A  BEHER  JOURNALIST 
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CALIFORNIA 
Linda  Strean,  to  managing  editor  of 
the  Santa  Barbara  News-Press.  She  is  a 
former  deputy  managing  editor  for  the 
San  Francisco  Chronicle. 

ILLINOIS 

Tom  Martin  is  the  new  editor  of  The 
Register-Mail  in  Galesburg.  Martin  is 
the  former  editor  of  the  Bureau  County 
Republican  in  Princeton,  Ill. 

KANSAS 

Andy  Obermueller,  to  managing  editor 
of  The  Daily  Union  in  Junction  City. 
Previously,  he  was  the  business  desk  copy 
editor  at  The  Star-Ledger  in  Newark,  N.J. 

IVI I  C  H  I  G  A  N 

Holly  Gale  Cavinder,  a  staff  writer  for  Patri¬ 
ot  Publications,  was  appointed  assistant 
editor  at  the  Coldwater  Daily  Reporter. 

M  I  N  N  E  S  O  T  A 
Joe  Williams  has  been  named  assistant 
managing  editor  for  local  news  at  the 
Star  Tribune  in  Minneapolis. 

NEW  MEXICO 
Dean  Thompson,  to  editor  of  the  Silver  City 
Daily  Press  ^  Independent.  Previously, 
Thompson  was  the  paper’s  sports  editor. 

NORTH  CAROLINA 
Ann  Morris,  to  managing  editor  of  the  News 
&  Record.  Morris  most  recently  worked 
as  director  of  human  resources  for  the 
Greensboro-based  daily. 

NEW  YORK 

Wayne  Lowman,  to  publisher  of  the  Greater 
Niagara  Newspaper  Group,  in  Niagara 
Falls.  He  most  recently  held  the  same 
position  at  the  Kokomo  (Ind.)  Tribune. 

PENNS YLVAN I A 
Ben  Trayes,  to  news  editor  of  The  Times 
Herald,  Norristown.  Also,  Gordon  GlantZ 
is  the  newspaper’s  new  managing  editor. 

- ♦ - 

CALIFORNIA 

Allen  Olivo 

to  vice  president 
of  marketing  for 
the  San  Francis¬ 
co  Chronicle.  His 
prior  experience  includes  work 
for  Apple  and  Amazon.com. 


$450  TUITION  INCLUDES  YOUR  HOTEL  STAY.  APPLY  ONLINE  TODAY. 

z 

8  EDITOR  &  PUBLISHER  JULY  28,  2003 

www.editorandpublisher.com 

GARY  DWIGHT  MILLEr/THR  PATRIOT-NEWS.  HARRISBURG.  PA;  MIKE  KKPKA/THE  SAN  FRANCISCO  CHI 


WE'VE  GOT 
THE  ISSUES 
COVERED 


i  EDITORS? 

«  PUBLISHER 


IN 

PRINT 
AND 
ONLINE 
ALL  THE 
TIME 


iori 

HItW 


EDITOR©’ 
PUBLISHER 


ItKNMv^Ctmc  H«*  aratmMd  MttTffW 

fa^  AcMMnvCtMttfMO]  wtt 

IMetMMi  »■««•»«  Track  BtacM 


Here's  the  key  to  uncovering  new  opportunities 
in  your  industry:  Get  Ediior  &  Publisher  in  print 
and  online.  It's  your  inside  source  for  everything 
that's  happening  from  an  editorial,  financial, 
legal,  marketing  and  technology  perspective. 

IN  ADDITION  TO  YOUR  WEEKLY 
PRINTED  ISSUES^YOU'LL  RECEIVE: 


12  mwtiis  of  exclusive  onlinT^ess  to  ditoran^^ 

OFuli  internet  access  to  current  and  archived  articles  in  E&P,  with 
^  no  additionol  fees. 

t^&P's  Weekly  Online  Newsletter  focusing  on  career  management. 
pE&P  clossifieds,  which  are  updated  for  you  daily 


Get  the  information  you  need  to  get  ahead.  Start 
your  combined  print  and  online  subscription  today! 


p  tt?  .  I 

ri-800-56a-2706.1  ly 
www.«ditoraBUp<ririislMr.€o«i/y3lMrt 


□  YES!  START  MY  COMBINED  PRINT  AND  ONLINE 
SUBSCRIPTION  TO  E&P  FOR  ONLY  $99. 


E-Mail  (requireKl  for  online  access) 

□  Save  me  more  money!  Send  me  2  years  for  only  S169I 

□  Bill  me.  J  Payment  enclosed.  Charge  my;  J  VISA  J  MC  J  AMEX 


To  speed  your  order,  please  check  one  box  in  each  category. 


Your  Business 

1 .  J  Daily  Newspaper 

2.  J  Weekly  Newspaper 
2a.  -I  Radio  Station 

2b.  -I  TV  Station 
2c.  J  Cable  TV  Network 
2d.  J  On-line  City  Guide 
6.  J  Magazine/ 

Other  Publication 
2e.  J  Software  Provider 


10.  J  Library/Federal/ 

State  and  Local 

11.  -I  Education: 

Students/Teachers 

12.  J  Financial  Analyst 
Other  {Please  speaty) 

Your  Occupation 

A.  J  Publisher 

B.  J  President 


3.  J  Corp./lnd./Assn.  Buying  C.  JV  President  _ ^ 

Advertising  Space  D.  J  Editor  V.  J  Production  D^t. 

4.  J  Advertising  Agency  D1  J  Producer  yy  j  Promotion  Dept. 

5.  J  Newspaper  Rep.  D2.  J  Station  Mgr  X.  J  Freelance  Artist/Writei 

7.  J  Graphic  Arts/Printing  D3.  J  News  Dir.  y  J  Newspaper 

Service/Newspaper  D4.  J  Dir.  New  Media  Dealer/Disthbutor 

Supplier  D5.  J  Content  Dir.  z.  -I  Retired 

8.  J  News  Service/  D6.  J  Webmaster  AA.  _l  MIS  Mgr 

Feature  Syndicate  E.  -I  General  Mgr  BB.  J  Prepass  Mgr. 

9-  -f  -*  Business  Mgr.  CC.  J  Mailroom  Mgr 

Public  Relations  q  _i  Controller  Other  {Pieasa  speatyi 

H.  J  Advertising  Mgr  _ 

District  of  Columbia  residents  please  add  applicable  sales  tax  Canada  residents  please  add  GST  Ysur 
subscription  is  tax  deductibie.  International  (outside  U.S  and  Canada):  U  S  Si  59  surface.  U  S.  $320  air 


I.  J  Sales  Mgr 

J.  -I  Class  Mgr 

K.  J  Research  Mgr 

L.  J  Promo  Mgr. 

M.  J  PR  Mgr 

O.  J  Prod  ^r. 

P.  -I  Composing  Mgr 
O.  J  Circulation  Mgr. 

R.  J  Editorial  Dept. 

S.  ~1  Advertising  Dept. 

T  _l  Circulation  Dept. 

V  J  Production  Dept. 

W.  J  Promotion  Dept. 

X.  J  Freelance  Artist/Writer 

Y.  J  Newspaper 

Dealer/Disthbutor 

Z.  J  Retired 
AA.  J  MIS  Mgr 
BB.  J  Prepass  Mgr. 

CC.  J  Mailroom  Mgr 
Other  (Please  speatyi 


EDITORe? 

PUBLISHER 


1.800.562-2706^  ] 1 1  : 

rw.MlitoraiiUp»Misii«r.(on/y3bsrt 


□  YES!  START  MY  COMBINED  PRINT  AND  ONLINE 
SUBSCRIPTION  TO  E&P  FOR  ONLY  $99. 


E-Mail  (required  for  online  access) 

□  Save  me  more  money!  Send  me  2  years  for  only  $169! 

^  Bill  me.  □  Payment  enclosed.  Charge  my:  J  VISA  J  MC  J  AMEX 


To  speed  your  order,  please  check  one  box  in  each  category. 


Your  Business 

1.  J  Daily  Newspaper 

2.  J  Week(y  Newsparier 
2a.  J  Radio  Station 

2b.  J  TV  Station 

2c.  J  Cable  TV  Network 

2d.  J  On-line  City  Guide 

6.  J  Magazine/ 

Other  Publication 
2e.  J  Software  Provider 

3.  J  Corp./lnd.//kssn.  Buying 

Advertising  Space 

4.  J  Advertising  Agency 

5.  J  Newspaper  Rep. 

7.  J  Graphic  Arts/Printing 

Service/Newspaper 

Supplier 

8.  LI  News  Service/ 

Feature  Syndicate 

9.  J  Publicity  and 

Public  Relations 


to.  J  Ubrary/Federal/ 
State  and  Local 

11.  J  Education: 

Students/Teachers 

12.  J  Financial  Analyst 
Other  (Please  speafyt 

Your  Occupation 

A.  J  Pubiisher 

B.  J  President 

C.  J  V  President 

D.  J  Editor 
D1 .  J  Producer 
D2.  J  Station  Mgr. 

03.  J  News  Dir. 

D4.  _>  Dir.  New  Media 
D5.  J  Content  Dir. 

D6  J  Webmaster 

E.  J  General  Mgr. 

F  J  Business  Mgr. 

G.  J  Controller 

H.  J  Advertising  Mgr. 


I.  J  Sales  Mgr. 

J.  J  Class  M^. 

K.  J  Research  Mgr. 

L.  J  Promo  Mgr. 

M  J  PR  Mgr 

O.  J  Prod  Mgr. 

P.  J  Composing  Mgr 
O.  J  Circulation  Mgr 

R.  J  Editorial  Dept. 

S.  J  Advertising  Dept. 

T.  J  Circulation  Dept. 

V.  J  Production  Dept. 

W.  J  Promotion  Dept. 

X.  J  Freelance  Artist/Writer 

Y.  J  Newspaper 

Dealer/Distributor 

Z.  -I  Retired 
AA.  J  MIS  Mgr 

BB  J  Prepass  Mgr. 

CC.  J  Mailroom  Mgr. 

Other  iPleese  speaiyi 


Distnct  01  Columbia  residents  please  add  applicable  sales  tax  Canada  residents  please  add  GST  Vbur 
subscription  « tax  deductibie.  International  (outside  U.S.  and  Canada):  U.S.  $159  surface.  U.S.  $320  air 


~7 

o  o 


o 

X 


I  _ 

O  o 


cs 

c» 

>0 


^  narn 

oo  cn 

CO 

n  22 

3  crQ 
Q  2^^ 


CO 


n 


n 

m 

Z 


EDITOR 

PUBLISHER 

YEAR  BOOK 
DIRECTORY 
NOW  AVAILABLE 
ONLINE. 


GO  TO: 

www.editorandpubli$her.<oni/yearbook 

OR  CALL  800-336-4380  EXT.  1 
FOR  MORE  INFORMATION. 


SATISFACTION  GUARANTEED 

If  at  any  time,  for  any  reason,  you  decide 
that  EDITOR  &  PUBUSHER  does  not 
measure  up  to  your  expectations — ^you 
can  cancel  your  subscription  and  receive 
a  full  refund  on  all  unmailed  issues,  no 
questions  asked. 


tDITORCf 
PUBLISHER 


EDITOR-IN-CHIEF  Sid  Holt 

EDITOR  Greg  Mitchell 

MANAGING  EDITOR  Shau'n  Moynihan 
EiP  ONLINE  EDITOR  Carl  Sullivan 
EDITOR  AT  LARGE  Mark  Fitzgerald  (773)  792-3512 
SENIOR  EDITORS  Dave  Astor 

Jim  Rosenberg 

ASSOCIATE  EDITORS  Lucia  Mases 
Joe  Strupp 

WASHINGTON  EDITOR  Todd  Shields  (202)  833-2551 
CONTRIBUTING  EDITORS  Allan  Wolper  (212)  663-6614 
Jim  Mascou 
Randy  Dotinga 
Meg  Campbell 

EDITOR  EMERITUS  Robert  U.  Broxvn 

ART/DESIGN  DIRECTOR  Reiko  Matsuo 

PHOTO  EDITOR  Daniela  DiMaggio 


PUBLISHER  Charles  McKeou-n 
ASSOCIATE  Betsy  Maloney 
ADVERTISING  DIRECTOR  (301)656-5712 

REGIONAL  ADVERTISING  MANAGERS 
EAST/NEW  ENGLAND/  Charles  McKeown 
EASTERN  CANADA  (646)654-5120 
MIDWEST/WEST/  Derek  R.  Hamilton 
WESTERN  CANADA  (312)  583-5522 

MARKETING  SERVICES 

DIRECTOR  Rachel  Bell 

PROMOTIONS  ART  DIRECTOR  Hillary  Friedman 

PRODUCTION  Adeline  Cippoletti 
Elise  Echevarrieta 

PRODUCTION  MANAGER  Cindee  lUrm 
CLASSIFIED  PRODUCTION  Steve  Pfeffer 

Gene  IVilliams 

CLASSIFIED  SALES  Brian  Chester 
DIRECTOR  (888)  825-9149 
ACCOUNT  MANAGERS  Michele  Golden 

Michele  MacMahon 
Hazel  Preuss 

E8iP  CONFERENCES 

DIRECTOR  Matthew  Pollock 

CIRCULATION  DIRECTOR  Mary  Barnes 
CIRCULATION  MANAGER  Audrey  Numa  (646)  654-5883 
LIST  RENTAL  INFORMATION  J.J.  Single  (845)  731-2731 


Adweek  Magazines 

VICE  PRESIDENT/MARKETING  Mary  Beth  Johnston 
EXEC.  VP/EDITOR-IN-CHIEF  Sid  Holt 
SR.  VICE  PRESIDENT/SALES  Wright  Ferguson  Jr. 

MARKETING/MEDIA  8i  ARTS  GROUP 
President  Michael  E.  Parker 
General  Manager  H.  Todd  Hittle 


^''vnu  business  publications 

President  &  CEO  Micneel  Marchesano 
Chief  Operating  OfRcer-  Howard  Lander 
Group  Presidents:  Robert  Dowhrtg  (Film  &  Performing  Arts). 
Mark  Hoidreith  (Retad).  John  KilcuSen  (Muse  &  Literary). 
Richard  O'Connor  (Travel.  Performarwe. 

Food  Service  &  Retaii  Estate/Design). 

Michael  E  Parker  (Marketing/Media  &  Arts). 

Vice  Presidents:  Joanne  Wheatley  (Information  Marketing). 
Barbara  Oevkn  (Manufacturing  and  Distnbution) 

’tJTvnu  business  media 

President  A  CEO:  Michael  Marchesano 
Chief  Operating  Officer:  Howard  Lander 
Chief  Financial  Officer  Joe  Furey 
President  •  VNU  Expositions:  Greg  Farrar 
Executive  Vice  President  •  eMedia  and  Information 
Marketing:  Torn  Nevitt 

Vice  President/Business  Management:  JoeHen  Sommer 
Vice  PresidanVCommunications:  Deborah  Patton 
Vice  President/Human  Resources:  Sharon  Sheer 
Vico  PreoidentfLicensing  and  Events:  Howard  Apoefoaum 


EDITORIAL 


Newspaper  complacency  about  populist  backlash  could 
turn  the  FCC’s  cross-ownership  ruling  into  a  hollow  victory 


WHAT  COULD  EXPLAIN 

the  serene  silence  that 
newspapers  are  maintain¬ 
ing  in  the  face  of 

the  increasingly  widespread  challenges 
to  their  newly  regained  —  and  as  yet 
unexercised  —  right  to  own  TV  or  radio 
stations  in  their  home  markets?  News¬ 
papers  are  acting  as  if  their  squeaky-tight 
win  at  the  Federal  Communications 
Commission  (FCC)  June  2  settled  forever 
the  debate  on  media  cross-ownership. 

But  it’s  been  clear  for  a  while  now  that 
this  issue  was  not  going 
away  quickly.  Before  the 
FCC  vote,  more  than  a 
million  messages  flooded 
the  agency  —  almost  all  of 
them  opposed  to  any  media 
de-regulation.  Opportunis¬ 
tic  politicians  raced  to  catch 
up  with  this  populist  out¬ 
pouring.  While  the  House 
last  week  defeated  an 
outright  reversal  of  the  FCC  newspaper 
decision  by  254  to  174,  many  Congressmen 
said  their  vote  was  just  tactical:  They  first 
wanted  a  veto-proof  margin  for  legislation 
knocking  back  the  caps  on  network  TV. 
Newspapers,  they  suggested,  are  next. 

Newspapers  have  no  one  to  blame 
for  their  fix  but  themselves.  In  the  years 
leading  up  to  the  FCC  vote,  they  hewed 
to  a  stealth  strategy  of  lobbying  insiders, 
while  refusing  to  engage  in  any  meaningful 
public  discussion.  The  vast  maJoriU’  of 
newspapers  never  wrote  a  word  about 
media  cross-ownership  until  the  very  eve 
of  the  FCC  vote.  A  Pew  Research  Center 
poll  last  winter  reported  that  an  astounding 
72%  of  respondents  knew  nothing  at  all 


about  the  impending  FCC  decision.  That 
wasn’t  just  a  journalistic  failing  by  news¬ 
papers  —  it’s  turning  out  to  be  a  political 
disaster  for  them  as  welt. 

Now  the  industiy  must  depend  more 
than  ever  on  the  Capitol  Hill  lobbying 
efforts  of  the  Newspaper  .Association  of 
America.  But  the  need  to  convince  the 
public  is  also  growing  more  acute:  A  new 
Pew  jx>ll  shows  the  more  Americans  think 
they  know  about  media  cross-ownership, 
the  less  they  like  it. 

Then  again,  why  should  they?  Just  about 
every  o(>-ed  columnist. 

The  more  people  fromWilliamSafireto 

•  ,  I  .  I  Molly  Ivins,  is  writing 

think  they  know  about  how  awful  the  FCC 

about  media  decision  was.  Diversity 

,  of  opinion  is  one  of  the 

CrOSS-OWTiership,  wonders  of  the  modem 

the  less  thev  ‘"f  new-spaper  but 

•'  ^  we  ve  got  to  wonder: 

seem  to  like  it.  where’s  the  other  side? 

Newspapers,  after  all, 
have  the  better  argument.  Take  the  issue 
of  “localism,”  about  which  cross-ownership 
opponents  wax  rapturously.  The  best  way 
to  enhance  the  local  flavor  of  the  media 
is  by  giving  the  community’s  only  real 
homegrown  news  source  —  the  local  paper 
—  the  opportunity  to  own  a  TV  or  radio 
station.  Publishers  and  editors  should  be 
making  that  point  in  Web  forums,  public 
meetings  and,  at  the  very  least,  in  the  pages 
of  their  own  papers. 

Americans  can  be  convinced  that 
ending  the  failed  experiment  in  cross¬ 
ownership  regulation  was  a  good  thing  — 
but  first  papers  have  to  respect  the  spirit 
of  democracy  enough  to  actually  engage 
in  the  public  discussion. 
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PHOTOS  BY  BRETT  KRAMER 


Attention  must  be  paid 
when  a  sy<^ate  rep 
shows  up  wi^i%lll%^aii 
a  shoeshine  and  a  smile 
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BY  DAVE  ASTOR 


Margo  Sugrue,  national  sales  director’ 
of  Creators  Syndicate,  is  motoring  down¬ 
town  on  Chicago’s  Kennedy  Expressway. 
The  license  plate  on  her  red  Jeep  reads 
“TI  VUM”  —  a  spelled-in-reverse  phrase 
that  could  refer  to  Sugrue’s  efforts  to  move  Creators’  100-plus 
features  into  the  pages  of  newspapers.  But  on  this  beautiful 
mid-July  morning,  the  message  is  actually  aimed  at  slow 
drivers  eyeing  Sugrue’s  car  in  their  rearview  mirrors. 

Rush-hour  traffic  limits  Sugrue’s  speed,  but  she  still  pulls  into 


Syndicate  sales  executive  Margo  Sugrue,  with  her  Jeep  near  the  Tribune  Tower  in 
Chicago.  It’s  the  start  of  a  day  in  which  she  hopes  a  newspaper  will  open  its  pages 
to  another  comic  or  column.  Does  she  succeed?  See  the  end  of  the  story  to  find  out. 


'  l^v* 

4'  4j;;‘ 


www.eclitorandpublisher.com 


JULY  28,  2003  EDITOR  &  PUBLISHER  11 


9:29  a.lll.  Margo  Sugrue  signs  in  for 
her  Chicago  Tribune  appointment. 


9:42  a.ni.  Sugrue  and  the  Tribune’s 


Geoff  Brown  check  out  the  paper... 


and  some  comic-strip  samples 
from  the  Creators  Syndicate  roster. 


10:29  a.lll.  Sugrue  takes  the  short 
walk  to  the  Chicago  Sun-Times. 


a  Loop  parking  garage  15  minutes  before 
her  9:30  a.m.  appointment  at  the  Chicago 
Tribune. 

When  the  gothic-style  Tribune  Tower 
opened  on  North  Michigan  Avenue  in  1925, 
syndicate  salespeople  were  already  roaming 
the  country  to  pitch  comics,  columns,  and 
other  features  to  newspapers.  Today,  devel¬ 
opments  such  as  e-mail,  tight  feature  budg¬ 
ets,  and  the  scarcity  of  competitive 
newspaper  markets  would  seemingly  make 
these  road  reps  as  rare  as  a  World  Series 
game  at  Wrigley  Field.  But  in  the  last 
decade,  the  number  of  salespeople  traveling 
for  America’s  largest  syndicates  has  held 
steady  at  roughly  30,  with  about  20%  of 
them  now  women. 

Sugrue  —  an  11-year  Creators  veteran 
whose  territory  includes  the  Midwest  and 
several  other  locales  —  walks  into  the  office 
of  Tribune  Associate  Managing  Editor  of 
Features  Geoff  Brown.  Lake  Michigan  can 
be  seen  through  the  window  behind 
Brown’s  desk.  Tacked  to  another  wall  are 
the  many  feature  sections  he  oversees. 

“Did  you  bring  samples?”  Brown  asks 
Sugrue,  knowing  the  answer  will  be  “yes.” 
Sugrue  pulls  media  kits  for  several  comics 
from  her  briefcase.  One  spotlights  “Strange 
Brew”  by  John  Deering. 

“Have  they  seen  ‘Strange  Brew’?”  Sugrue 
asks  Brown,  referring  to  the  11-member 
committee  that  reviews  comics  the  Tribune 
might  buy. 


“I’d  say  half  of  them  have,”  he  replies. 

Sugrue  also  shows  Brown  some 
columns,  including  the  political/celebrity 
gossip  feature  by  Lloyd  Grove  —  who 
entered  syndication  with  Creators  this 
spring  and  is  now  in  the  process  of  moving 
from  The  Washington  Post  to  the  New' 
York  Daily  News.  “He’s  really  good,” 
Sugrue  says.  “Eveiy  time  I  read  him  I  learn 
something.  He’s  a  real  reporter  who  breaks 
a  lot  of  stories.” 

Brown  responds  that  “the  only  conceiv¬ 
able  place”  for  the  column  would  be  in 
“Tempo,”  but  that  Tribune  section  is 
preprinted  two  days  before  publication. 

“I  don’t  know  if  we  want  to  be  a  day  later 
than  other  papers,”  says  the  editor.  “Any¬ 
one  subscribing  to  it  [Grove’s  feature] 
would  want  to  run  it  ASAP.” 

He  also  says  the  Tribune  has  “so  many 
columns  —  including  staff-written  ones  — 
that  it’s  not  looking  to  buy  many  more. 

Then  Sugrue,  who  became  a  syndicate 
rep  after  working  in  public  relations, 
gets  creative.  She  mentions  a  newspaper 
that  buys  Grove’s  column  in  order  to  pull 
excerpts  from  it,  rather  than  run  it  in  full. 
Brown  is  intrigued,  thinking  Grove’s 
column  could  be  an  occasional  source  for 
the  “Quoteworthy”  feature  in  the  Tribune’s 
“WomanNews”  section.  “But  only  if  the 
price  is  right,”  he  says.  “We  wouldn’t  get 
that  much  use  out  of  it.”  Sugrue  assures 
him  price  will  not  be  a  problem,  and 
Brown  promises  to  get  back  to  her  after 


talking  to  the  “WomanNews”  editor. 

Now  it’s  time  for  Sugrue  to  get  back 
outside  and  take  the  short  walk  to  the 
Chicago  Sun-Times  building  on  North 
Wabash  Avenue.  The  saleswoman  notes 
she  would  have  also  visited  Tribune 
Editorial  Page  Editor  Bruce  Dold,  but  he 
was  on  vacation. 

Sales  “r”us 

Like  many  companies,  syndicates  have 
tightened  up  on  staffing  and  other  costs. 

So  why  are  they  still  sending  out  30  people 
to  visit  newspapers  —  at  $800-$l,000 
per  week  per  rep  for  transportation,  meals, 
and  hotels  (not  including  wages)?  Virtually 
everyone  interviewed  for  this  story  cites 
the  “r”  word. 

‘This  is  a  relationship  business,”  says 
John  Matthews,  United  Media  national 
sales  director,  who’s  on  the  road  35  weeks 
a  year.  “It’s  the  best  way  to  get  across  who 
we  represent,  and  why  they  should  be  in 
the  newspaper.” 

That’s  especially  true  when  it  comes  to 
selling  new  features,  adds  John  Vivona, 
who  also  visits  newspapers  two-thirds 
of  the  time  as  Universal  Press  Syndicate’s 
vice  president  of  sales.  “Existing  comics  are 
tangible,”  he  observes.  ‘They  do  well  on  a 
survey.  They  have  this  many  papers.  New 
strips  are  more  intangible  —  artwork,  a 
concept.  You’re  trying  to  sell  an  idea.  That’s 
something  you  need  to  do  face  to  face.” 

Doug  Page,  on  the  road  25%  of  the  year 
in  addition  to  his  {continued  on  page  21} 


Tribune  Media  Services  Sales  Director  WPWG’s  Karisue  Wyson  visiting  San  Bernadino 

Doug  Page  with  photos  of  TMS  talent.  (Calif.)  Sun  Editor  Steve  Lambert  this  month. 

United’s  John  Matthews  (left)  with  Peter  Bhatia, 
executive  editor  of  The  Oregonian  in  Portland. 
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-FEATURES  AVAILABLE- 


HOLISTIC  HEALTH  &  FITNESS 

HOLISTIC  HEALTH  &  FITNESS  1/2  &  full 
page  tabloid  PDFs  or  text  with  graphics; 
Best-selling  authors,  celebrity  interviews, 
recipes  &  more!  For  free  sample,  call  New 
Living,  (800)  639-5484;  info@newliving.com 


PUZZLES 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  2924308/(909)  929-1169 
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BUSINESS  OPPORTUNITIES 


OWN  YOUR  OWN  AD  AGENCY 

As  a  media  rep  you’ve  thought  about 
owning  your  own  Ad  Agency.  You’re  already 
doing  all  the  work  but  only  getting  commis¬ 
sion  on  a  small  portion  of  your  client’s 
budget.  Starting  an  Agency  is  risky.  You’ll 
need  flawless  accounting  systems,  sophisti¬ 
cated  media  buying  software,  expensive 
Nielsen/Arbitron  data,  trafficking  systems, 
dependable  creative  people,  production  re¬ 
sources.  Then  there’s  the  collection  prob¬ 
lems...  The  list  is  endless.  All  this  takes 
away  from  what  you’re  good  at,  dealing 
with  the  client.  Introducing  Advizor.  It’s  an 
Ad  Agency  in  a  box.  We  provide  you  every¬ 
thing  you  need  to  be  in  the  Advertising 
Agency  business  at  no  upfront  cost.  We 
only  make  money  when  you  make  money. 
Only  one  person  per  DMA  can  be  an 
Advizor.  Sound  interesting? 

www.advizor.cotn/myownagency 

PUBLISHING  OPPORTUNITY 
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ad  sales  reps  who  want  to  move  up.  Visit: 

www.PublishingOpportunity.com 
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www.mediamergers.com 
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MAILROOM 


BUY/SEa/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/IJuipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-%56 


CLOSING  UP  SHOP  NO  REASONABLE 
OFFER  REFUSED 

MC  CAIN  model  1500  stitcher/trimmer. 
Four  pockets.  Good  condition  CUS- 
TOMBUILT  model  TK300  3-knife  trimmer. 
Can  be  used  online  or  offline.  STEPPER 
TAPER.  Keeps  your  mail  products  intact  by 
applying  tapeacross  open  end  after 
inserting.  Can  be  used  online  or  offline.  Call 
(516)  428-6175  E-mail  rlf629@optonline.net 


NEWSTEC,  INC 

Specializing  in  remanufacturer  Inserters  and 
State  of  the  art  Post  Press  Controls 
Installation*  Spare  Parts  • 

Terry  Connors,  Vice  President  of  Sales 
Phone:  (508)  85a7945 
Fax:  (508)  850-7951 
tcnewstec@aol.com 


PREPRESS 


FOR  SALE 
CLOSING  UP  SHOP 
NO  REASONABLE  OFFER  REFUSED 

ECRM  4500-EV-jetsetter  18”  Imagesetter 
with  punch  and  on-line  processor.  Includes 
RIP  with  dual  hard  drives,  PC  and  Mac 
workstations,  HP  Designerjet  2500  CP 
printer,  Tektronix  780  Phaser.  Call  (516) 
428^175  E-mail  rlf629@optonline.net 


PRESSES 


8/U  1987  HARRIS  V25  21.5  x  36" 
21.5x36  “  W/JF4  folder  w/double  parallel 
w/TQF-2  qtr  folder;  all  cylinders  recondi¬ 
tioned  and  new  bearers  in  2000; 
Count-O-Veyor;  Mosca  strapper;  can  be 
seen  running;  must  sell;  best  offer,  call 
John  Newman,  (913)  638-1040 


-EQUIPMENTS  SUPPLIES- 


_ PRESSES _ 

CURRENTLY  AVAILABLE  FROM  INLAND 

•  5-unit  HARRIS  1660  with  double  2:1  folder, 
five  MEG’S  -  excellent  condition. 

•GOSS  METRO  OFFSET  units,  22  ae" 
cut-off. 

•Like-new  GOSS  UNIVERSAL  70  heatset 
press  (620mm  cut-off). 

•Adck)n  1000  series  GOSS  URBANITE 
units. 

•  7-unit  GOSS  SC  press,  clean  and  in  good 
condition. 

•8^Jnlt  GOSS  COMMUNITY  -  with  60HP 
drive. 

•GOSS  SSC,  SC  &  COMMUNITY  units 
(floor,  stacked,  and  2, 3  &  4-high). 

•6-unit  HARRIS  VI 5C  with  JF7  &  30  HP 
drive,  1981  vintage. 

•HARRIS  VI 5A  &  VI 5C,  NEWS  KING,  and 
WEB  LEADER  equipment. 

Inland  Newspaper  Machinery  Corp. 

P.O.  Box  15999,  Lenexa,  KS  66285 
(800)  255-6746  •  Fax  (913)  492-9050 
www.jnlandnews.com 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service.  Inc. 
Nationwide  TELEMARKETING 
"PREPAID  Experts" 

Horace  Southward/Eric  Southward 
(800)  950-8475*www.metro-news.com 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  (Quality  plus 
Quantity  sales!  Phone:  (732)  73S5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusjnc.com 
Member  of  the  USA  Chambers  of  Commerce 

NEWSPAPER  SUBSCRIPTION  SALES 

Starts  "Upgrades "Stop-Savers  Verification 
John  Dinan 
(800)  650-7183 
www.Circulationlll.com 

NEWSPi^R 

TELESALES 

LEVIS 

(800)884-9511 

Email:  DickLevis@Telespherel.com 
or 

www.Telespherel  .com 


PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776^397 

WWW.PROSTARTS.COM 

WESTPARK  DIRECT 
Intelligent  Circulation  Marketing 
www.westparkdirect.com 


-ANNOUNCEMENTS- 

NEWSPAPER  APPRAISERS 

NEWSPAPER  APPRAISERS 

Brokers  and  appraisers  for  80  years 

Thousands  of  papers  sold  and  appraised  since  1923 
Confidential  appraisals  for  estate,  ESOP,  bank,  stock,  assets. 


John  Crihh  • 
Tom  Karavakis 


Jim  Hicks 
Gary  Greene 


CRIBB 

&  ASSOCIATES 

Publlcatton  Brokerage  A  AppralMl 


104  East  Main,  Suite  402,  Bozeman,  MT  59715  •  (406)  586-6621  •  FAX  406-586-6774 
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-  CLASSIFIED  ADVERTISING 
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-INDUSTRY  SERVICES- 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR  displays,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com  j 


ILLUSTRATION/GRAPHIC 

DESIGN 


“Save  Money!  Save  Time  Look  Great 
Custom  illustrations  and  graphics  at 
www.dailynewsgraphics.com/ep 


PRESSROOM  SERVICES 


PRESS  AND  MAILROOM  INSTALLATIONS 

American  Mechanical  Services 
Pete  Harteveld  (201)  838-7732 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
45  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 
www.pressroomcleaners.com 


ADMINISTRATIVE 


PUBLISHER:  Award-winning  Sunday  daily  in 
the  Northwest  is  searching  for  a  Publisher. 
MUST  have  a  strong  editorial  background. 
We  are  looking  for  a  professional  who  puts 
news  first.  This  unique,  under  30,000  daily 
needs  an  individual  who  loves  the  outdoors 
and  who  has  a  hands-on  attitude.  If  interest¬ 
ed,  please  send  your  resume  to: 

Box  3401,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY  10003 

"One  of  the  hartlest  things  in  life  i.s  haeing 
word.s  in  your  art  that  you  can't  utter  ’ 

-James  Harl  Jones,  actor,  1993 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


ACCOUNTING 


CONTROLLER  i 

The  El  Paso  Times,  74,418  daily  and  i 
91,715  Sunday,  seeks  a  controller  to  man-  i 
age  all  financial  and  accounting  operations  ! 
of  the  newspaper.  The  controller  serves  as  : 
an  integral  member  of  the  Times'  Operating  ' 
Committee. 

RESPONSIBILITIES: 

•Directs  all  business  office  functions  for 
The  Times  and  its  commercial  printing 
and  online  operations 

•Assists  in  identifying  areas  to  increase  , 
profitability  and  improve  newspaper  effi-  , 
ciencies  and  works  closely  with  advertising, 
circulation  and  marketing  directors. 
•Coordinates  preparation  of  the  annual 
budget  process  as  well  as  monthly  and 
quarterly  forecasts 

•  Oversees  all  credit  and  collection  activities 
and  maintains  agings  at  an  i 
acceptable  level 

•Prepares  and  analyzes  monthly  financial 
statements  and  month-end  statistical  re¬ 
ports 

•Develops  comprehensive  reports  for  all 
departments  to  assist  them  in  improving 
their  operations 

•  Responsible  for  the  training  and  develop¬ 
ment  of  the  finance  department  staff 

QUALIFICATIONS: 

Qualified  candidates  will  have  experience  in 
developing  and  managing  a  resuits-oriented 
newspaper  business  office  team.  The  suc¬ 
cessful  candidate  will  have  a  proven  record 
of  strong  leadership  skills,  excellent  strategic 
planning,  communications,  analytical 
and  managerial  skills,  and  is  a  team  player. 
The  successful  candidate  will  have  an  un¬ 
dergraduate  or  graduate  degree  in  finance, 
accounting  or  business  administration  and  a 
minimum  five  years  of  experience.  Computer 
skills  are  a  must. 

ABOUT  EL  PASO: 

El  Paso,  Texas  is  a  major  transportation 
hub,  providing  state-of-the-art  educational 
and  medical  facilities,  abundant  cultural  and 
entertainment  opportunities,  year-round 
sports  and  outdoor  recreation,  a  low  crime 
rate,  some  of  the  best  weather  conditions  , 
on  the  planet,  and  an  extremely  favorable 
cost-of-living  index. 

For  further  information,  contact: 

Mack  Quintana,  President  &  Publisher 
El  Paso  Times 
300  N.  Campbell  Street 
El  Paso,  TX  79901 
Fax:  (915)  546-6496 
Phone:  (915)  546-6104 
E-mail:  mquintana@gannett.com 


ADVERTISING 


ADVERTISING  DIRECTOR:  Manteca  Bulletin 
is  looking  for  an  individual  to  direct  all 
phases  of  advertising.  Candidate  must  be 
hands-on,  results  oriented,  motivator.  Come 
and  join  this  award-winning  team  and  be 
part  of  this  exploding  growth  market  in  Cali¬ 
fornia’s  central  valley.  We  offer  a  competitive 
salary,  performance  bonuses  and  excellent 
benefits.  Send  resume  to:  Randy 
McCants,  Manteca  Bulletin,  531  E. 
Yosemite  Ave.,  Manteca,  CA  95336  or 
E-mail:  rmccants@mantecabulletin.com 


-HELP  WANTED- 


ADMINISTRATIVE 


EXECUTIVE  DIRECTOR 

The  National  Association  of  Minority  Media 
Executives  is  seeking  an  Executive  Director. 
Applicants  should  be  experienced  media  ex¬ 
ecutives  with  outstanding  leadership  and 
managerial  skills.  This  full-time  position  re¬ 
quires  someone  who  is  fully  acquainted  with 
and  supportive  of  NAMME's  mission  to  de¬ 
velop  media  managers  and  executives  of 
color.  A  more  definitive  description  of  the 
position  and  its  responsibilities  can  be 
found  on  NAMME’s  website: 

www.namme.org 

NAMME  is  based  in  Northern  Virginia,  in  the 
suburbs  of  Washington,  DC. 

Interested  candidates  should  send  a  cover 
letter  and  resume  by  August  15,  2003  to: 
Albert  E.  Fitzpatrick 
NAMME  Founding  Chair 
435  Armante  Court,  Akron,  OH  44313 
E-mail:  afitzpatrick@neo.rr.com 

GENTrXl  MANAGER 

South  County  Newspapers  (King  City,  Sole- 
dad,  Gonzales  and  Greenfield,  California). 
We  are  looking  for  a  high-energy  candidate 
with  a  track  record  of  setting  and  achieving 
revenue  goals,  good  sales  skills  and  high 
personal  integrity. 

Responsibilities  include  managing  a  weekly 
newspaper  group  in  South  Monterey 
County,  advertising  sales,  and  supervising  a 
staff  of  10.  Compensation  includes  salary; 
commission  and  incentives  based  on  group 
profitability. 

We  are  a  community-oriented  newspaper 
company  with  more  than  50  newspapers 
across  the  U.S.  If  you’re  ready  to  take  on 
an  exciting  career  and  join  a  winning  team  - 
call  us  TODAY! 

E-mail  Stacey  Creecy  at 
SNCemail@aol.com,  FAX:  (605)  353-7436, 
PHONE:  (800)  859-3045  ext,  429.  Visit  us 
online  at:  www.newsmediacorporation.com. 


ADVERTISING 


ADVERTISING  DIRECTOR 
The  Frontiersman,  a  Wick  Communication 
Co.  publication,  is  seeking  a  hands-on  Ad¬ 
vertising  Director  to  lead  our  team  and 
manage  all  aspects  of  our  advertising  de¬ 
partment.  We  are  a  thrice-weekly  AM  news¬ 
paper  located  in  the  fastest  growing  region 
of  the  state  and  in  the  recreation  heart  of 
Southcentral  Alaska,  the  Matanuska-Susitna 
(Mat-Su)  Borough. 

Good  leadership,  sales,  marketing  and  man¬ 
agement  skills  are  required,  along  with  a 
strong  commitment  to  growing  our  retail 
market  share. 

For  a  detailed  job  listing,  visit: 
www.wickcommunications.com 
and  follow  the  jobs  link  to  Alaska. 

Send  resume,  including  salary  expectation 
to  Kari  Sleight,  Publisher,  Frontiersman: 
kari.sleight@frontiersman.com 


WANTED: 

SALES  MANAGER/ADVERTISING  DIRECTOR 
Excellent  Minnesota  Company  is  in  need  of 
a  leader.  Base  Salary  $70,000  with  a  bonus 
potential  of  $20,000  annually.  Great  benefit 
package.  Send  resumes/inquiries  to: 

Box  3440,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


ADVERTISING 


ADVERTISING  DIRECTOR 
The  Times  of  Frankfort,  Indiana,  a  Monday 
through  Saturday  newspaper,  circulation 
7,000,  seeks  a  motivated  individual  as  ad¬ 
vertising  director.  The  Times  is  located  in 
the  heart  of  Indiana  just  south  of  Purdue 
University.  This  position  supervises  a  staff 
of  six  full  time  employees  in  maintaining  ad¬ 
vertiser  relationships  for  the  daily  newspaper 
and  its  niche  products.  Strong  sales 
and  newspaper  leadership  experience  are 
essential.  Send  resume  and  cover  letter  to: 

Rick  Welch,  Publisher,  The  Times 
251  E.  Clinton  Street 
Frankfort,  IN  46401-0009 
rwelch@paxtonmedia.com 


ADVERTISING  DIRECTOR 
The  TimesDaily  in  Florence,  Alabama,  a 
daily  newspaper  owned  by  the  New  York 
Times,  with  a  circulation  of  34,000,  is  looking 
for  an  aggressive  individual  to  fill  the  position 
of  advertising  director.  Florence  is  a 
beautiful  area  situated  on  the  Tennessee 
River  in  northwest  Alabama.  The  position 
consists  of  motivating,  leading,  directing 
and  coaching  a  staff  of  24  full-time  people. 
Previous  sales  and  management  experience 
is  necessary.  College  degree  preferred. 

Above  average  benefits  package.  EOE. 

Send  resume  and  cover  letter  to: 

Robert  Gruber,  Publisher 
219  W.  Tennessee  Street 
Florence,  AL  35630 
Fax  (256)  7404707 
bob.gruber@timesdaily.com 


ADVERTISING  DIRECTOR(S) 

The  Newspaper  Network  of  Central  Ohio,  a 
Gannett  newspaper  group,  is  seeking  per¬ 
formance  driven  newspaper  management 
professionals  to  join  our  team  of  advertising 
executives.  The  successful  candidates,  for 
these  hands-on  positions,  should  have  3  -  5 
years  of  newspaper  advertising  sales  man¬ 
agement  experience,  a  record  of  meeting/ 
exceeding  revenue  goals,  and  should  be 
;  proven  motivators/consensus  builders  of 
;  successful  sales  professionals.  The  execu¬ 
tives  that  we  are  seeking  must  be  excellent 
communicators  with  strong  leadership, 

,  teambuilding  and  management  skills. 

Gannett  offers  an  excellent  compensation 
;  and  benefits  package,  including  medical, 
dental,  life  insurance,  retirement,  401(k) 
and  great  growth  opportunities.  We  welcome 
diversity  and  maintain  a  safe  drug 
free  work  place.  Pre-employment  drug  testing 
is  required. 

!  Interested  applicants  should  forward  their 
i  resume  and  cover  letter,  along  with  salary 
i  history  to: 

;  Leo  Harley,  Manager/Recruiting 
I  The  Journal  News 

j  1  Gannett  Drive,  White  Plains,  NY  10604 
E-mail:  Iharley^estches.gannett.com 


WEEKLY  IN  PHILADELPHIA  is  looking  for  an 
experienced  Classified  Advertising 
Manager.  Work  in  downtown  Philadelphia 
with  the  fastest-growing  newspaper  in  the 
city.  Fax  resume  with  cover  letter 
specifying  salary  requirements  to: 

(215)  569-3069 
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-HELP  WANTED- 


ADVERTISING 


ADVERTISING  SALES  MANAGER 
We  are  looking  for  an  energetic  Sales  Man¬ 
ager  to  grow  local  retail  market  share,  mo¬ 
tivate  and  coach  staff,  plan  and  develop  ad¬ 
vertising  revenue  initiatives. 

The  successful  candidate  will  possess  a 
proven  track  record  in  newspaper 
sales/management. 

The  Intelligencer  is  located  in  Doylestown, 
PA.  We  are  part  of  Calkins  Media,  a  family 
owned  company  committed  to  growth  and 
advertiser  results. 

We  offer  a  competitive  salary  and  monthly 
performance  bonus.  Benefits  include  major 
medical,  dental,  401(k),  and  pension  plan. 
Send  resume  to: 

The  Intelligencer 
Attn:  Kim  Noble 
333  North  Broad  Street 
Doylestown,  PA  18901 
Or  E-mail:  knoble@phillyburbs.com 


DISPLAY  ADVERTISING  MANAGER 
Excellent  opportunity  for  an  experienced, 
growth-minded  advertising  department  lead¬ 
er  to  direct  the  Display  sales  team  of  the 
award-winning  News  West  Publishing  group, 
headquartered  in  a  unique  desert 
community  on  the  beautiful  Colorado  River. 
We’re  part  of  the  Brehm  community  news¬ 
paper  group  and  we’re  very  people  oriented. 
How  good  are  you?  If  you’ve  got  proven 
sales  and  coaching  skills,  a  successful 
track  record,  you’re  charismatic,  tactfully 
assertive  and  desire  a  position  that  could 
lead  to  even  bigger  responsibilities. 

FAX:  (928)  763-6752  or  E-mail: 
chuckr@ctaz.com  your  resume  with 
earning  history  and  expectations  or  mail  to: 
Chuck  Rathbun,  Publisher,  M.V.D.N.,  P.O. 
Box  21209,  Bullhead  City,  AZ  86442.  EOE. 


MEDIA  SALES  MANAGER 
Midwest,  metro  newspaper  is  looking  for 
dynamic  leader  to  increase  sales  from  local 
advertisers.  Successful  candidate  must 
possess  outstanding  leadership,  organiza¬ 
tional  skills  and  be  able  to  develop  and  im¬ 
plement  creative  strategies  in  multi-media 
environment.  This  key  position  on  the  Adver¬ 
tising  Management  Team  will  report  directly 
to  the  Director  of  Advertising  and  be  re¬ 
sponsible  for  motivating  a  team  of  sales 
professionals  to  achieve  revenue  goals  by 
selling  creative  solutions  to  local 
advertisers  that  include  print,  digital  and 
electronic  options.  A  minimum  of  five  years 
in  media  sales  management  and  a  college 
degree  or  equivalent  work  experience  is  re¬ 
quired.  Excellent  compensation  and 
benefits  package.  Send  resume  to: 

Box  3442,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 
E-mail:  hpreuss@editorandpublisher.com 
(with  Box  3442  in  subject  line) 


An  .shoukl  force  you  to  untlcrstanil.  to  1 
feel.  .Ami  yet  HoIK’wihxI  ha.s  sctiucetl  u.s  ' 
into  Ix-licving  that  the  only  thinss  that  | 
matter  are  tho.se  that  free  us  from  the  ilol-  | 
tlrums  of  our  life." 

-IXinnyCilover,  actor.  h»9  | 

www.editorandpublisher.com 


ADVERTISING 


LEADS  CHANGE 
SEES  OPPORTUNITIES 
DOES  THE  RIGHT  THING 
GETS  RESULTS 

Do  these  words  describe  you?  If  you  are  an 
experienced  Advertising  Manager  who  fits 
this  description,  you  could  be  the  ideal  can¬ 
didate  for  our  Retail  Ad  Manager  position. 
The  News  &  Record  in  Greensboro,  NC  is  a 
mid-size  daily  named  by  E&P  as  one  of  the 
“10  that  do  it  right”.  Owned  by  privately  held 
Landmark  Communications,  the  News  & 
Record  prides  itself  on  being  focused  on 
revenue  and  circulation  growth,  award-winn¬ 
ing  journalism  and  delighting  our 
customers,  both  readers  and  advertisers. 
As  Retail  Ad  Manager,  you  will  lead  the  local 
retail  and  key  accounts  teams,  helping  the 
News  &  Record  achieve  competitive  advan¬ 
tage  through  developing  people,  improving 
productivity  and  delighting  customers.  A 
key  responsibility  will  be  to  develop  sales 
and  management  talent.  The  ability  to 
create  a  department  that  teaches  and  in¬ 
spires  others  to  recognize  and  capitalize  on 
sales  opportunities  is  critical.  Greensboro 
offers  great  quality  of  life,  colleges  and  uni¬ 
versities  galore,  and  easy  weekend  getaways 
to  the  beach  and  mountains.  Bachelor’s  de¬ 
gree  and  five  years  of  newspaper 
advertising  experience  required.  If  you  pos¬ 
sess  strong  leadership  skills  and  a  demon¬ 
strated  ability  to  lead  change,  and  if  you  are 
looking  for  a  position  with  tremendous  po¬ 
tential  for  advancement  in  a  top-notch 
media  company,  send  your  resume  to: 

Sheby  Luck  Newton 
Recruitment  Coordinator 
P.O.  Box  20848,  Greensboro,  NC  27420 
E-mail:  employment@news-record.com 


CIRCULATION 


ACQUISITION  AND  RETENTION  MANAGER 
The  Press  of  Atlantic  City  a  mid-sized  inde¬ 
pendently  owned  seven  day  newspaper  is 
seeking  an  Acquisition  and  Retention  Man¬ 
ager.  This  unit  Manager  reports  to  the  Di¬ 
rector  of  Circulation. 

Responsibilities  include  telesales,  kiosk  and 
crew  sales  along  with  retention  programs, 
field  contests  and  direct  response 
programs.  We  are  looking  for  someone  with 
a  college  degree  and  at  least  5  years  circu¬ 
lation  management  experience. 

Interested  candidates  send  resume  to: 
Director  of  Circulation,  Press  of  Atlantic  City 
1000  West  Washington  Avenue 
Pleasantville,  NJ  08232 


CIRCULATION  MANAGER 
Experienced  Circulation  Manager  is  sought 
by  The  Hour  newspapers,  located  in  the 
competitive  Norwalk,  Connecticut  market. 
The  successful  candidate  will  have  a  mini¬ 
mum  of  5  years  managerial  experience. 
This  hands-on  position  requires  a  firm  un¬ 
derstanding  of  every  aspect  of  circulation, 
including  budgeting.  Proficiency  in  Excel 
and  Word  a  must. 

Please  submit  resume  to: 

The  Hour,  Attn:  Lou  Cretella 
346  Main  Avenue,  Norwalk,  CT  06851 
Or  E-mail  to  lcretella@thehour.com 
Include  salary  history 


ADVERTISING 


RETAIL  ADVERTISING  MANAGER 
The  Gainesville  Sun  and  Ocala  Star-Banner 
have  clustered  their  distinct  publications  to 
create  a  daily  combined  circulation  market 
of  110,000.  Known  as  North  Florida  News¬ 
papers,  we  are  responsible  for  sales  of 
newspaper,  direct  mail,  on  line  services, 
event  marketing,  weekly  newspapers,  pro¬ 
motional  sponsorships  and  monthly  maga¬ 
zines.  We  are  looking  for  a  creative  adver¬ 
tising  executive  to  lead  our  retail  sales  efforts 
in  Gainesville  while  working  closely 
with  the  Star  Banner  to  define  and  drive 
combination  sales  efforts.  Gainesville  is 
home  to  The  University  of  Florida  and  has  a 
stable  economy  driven  by  bio-tech  and  med¬ 
ical  industries.  Our  market  boasts  an  afford¬ 
able  cost  of  living  and  a  spirited  small  town 
quality  of  life.  Nestled  less  than  2  hours 
from  either  coast  and  Orlando,  we  enjoy 
great  weather,  nearby  springs,  lakes  and 
rivers,  beaches,  excellent  schools,  sports 
and  cultural  activities.  Candidate  should  be 
a  hands-on  high  energy  individual  with  exceF 
lent  people  skills  and  a  great  track  record 
of  developing  and  executing  sales 
initiatives.  Experience  in  sales  supervision 
and  in  packaging  and  selling  of  multi-media 
products  are  required.  Proficiency  in  MS  Of¬ 
fice  products,  budgeting  and  forecasting  a 
significant  plus.  Owned  by  the  New  York 
Times  Co.  and  an  equal  opportunity  employer 
we  offer  relocation  assistance,  excellent 
benefits,  pension,  401(k)  and  superior 
health  insurance.  Send  your  resume  and 
cover  letter  to: 

Stan  Renbarger,  Director  Sales  &  Marketing 
North  Florida  Newspapers 
P.O.  Box  147147 
Gainesville,  FL  32614-7147 
Or  E-mail:  stan.renbarger@gvillesun.com 


CIRCULATION 


CIRCULATION  DIRECTOR 

The  Idaho  State  Journal,  Pocatello’s  17,000 
daily  newspaper,  is  seeking  a  circulation 
professional  with  a  knack  for  sales  and  mar¬ 
keting.  This  position  is  responsible  for 
sales,  distribution  and  customer  service, 
overseeing  a  staff  of  25  plus  300  contracted 
carriers. 

Successful  candidates  will  be  motivated  to 
increase  paid  circulation  while  providing 
over  the  top  customer  service.  Must  be 
able  to  work  closely  with  other 
departments,  especially  the  newsroom,  to 
improve  readership  and  market  penetration. 

Enjoy  working  in  a  newly-remodeled 
building,  a  state-of-the  art  remote  printing 
facility  and  living  near  the  great  outdoors: 
Yellowstone  National  Park,  Jackson,  Wyo¬ 
ming,  Sun  Valley,  Idaho  and  Salt  Lake  City 
are  all  within  a  2.5  hour  drive. 

A  Pioneer  Newspapers,  Inc.  newspaper. 
Send  resume  and  salary  requirements  to 
Publisher,  Idaho  State  Journal,  P.O.  Box 
431,  Pocatello,  ID  83204  or  E-mail: 
spressly@journalnet.com 


CIRCULATION 


CIRCULATION  SALES  & 
MARKETING  MANAGER 
The  Sun  newspaper  is  searching  for  a 
top-notch  marketing  and  sales  professional 
who  is  results  oriented  and  has  the  track 
record  to  prove  it!  This  position  will  develop 
and  implement  promotion  programs  for  sin¬ 
gle  copy,  and  home  delivery  newspaper 
sales  and  retention. 

Successful  candidates  will  have  experience 
in  consumer  sales  and  marketing,  extraordi¬ 
nary  communication  skills,  and  the  ability  to 
create  and  deliver  presentations.  Knowledge 
of  newspaper  and  media  marketing  is 
preferred. 

The  Sun  offers  a  complete  benefit  package 
including  tuition  reimbursement,  401(k),  em¬ 
ployee  stock  purchase,  and  adoption  assis¬ 
tance.  To  apply  for  this  position,  please 
send  resume  and  cover  letter  via  E-mail  to: 
Sunhr@thesunlink.com,  or  via  postal  mail 
to: 

Human  Resources  -  CSM 
P.O.  Box  259,  Bremerton,  WA  98337 


GOOD  JOBS 
NICE  TOWNS 

See:  www.wickcommunications.com 

SINGLE  COPY  AREA  SALES  MANAGER 
Located  in  beautiful  South  Florida,  the  Palm 
Beach  Post  (168,000  daily  and  209,000 
Sunday)  seeks  a  qualified  candidate  to  grow 
single  copy  circulation  through  news  rack 
and  retail  sales,  joint  promotions  event 
sales.  Competitive  experiences  a  plus. 
Competitive  compensation  and  benefits 
package  available.  Please  send  resume, 
cover  letter  and  references  to:  Lisa  Pinto, 
Human  Resources,  The  Palm  Beach  Post, 
P.O.  Box  24700,  West  Palm  Beach,  FL 
334164700;  or  E-mail  to: 

lpinto@pbpost.com 

We  recognize  and  appreciate  the  many  ben¬ 
efits  of  diversity  in  the  workplace.  People 
who  share  this  belief  or  reflect  a  diverse 
background  are  encouraged  to  apply.  EOE. 


SINGLE  COPY  SALES  MANAGER 
The  New  Haven  Register,  a  95,0(X)  daily 
and  100,000  Sunday  paper  is  accepting  re¬ 
sumes  for  a  Single  Copy  Sales  Manager. 
The  position  grows  circulation  through  vend¬ 
ing  and  retail  locations,  street  hawkers  and 
third  party  sales  as  well  as  develop  points- 
of-sale,  promotional  partnerships,  manage 
draws,  returns  and  sellouts.  Forward 
resume  to  P.  Hudson,  New  Haven  Register, 
40  Sargent  Drive,  New  Haven,  CT  06511. 

E-mail:  phudson@nhregister.com 


COMMUNICATIONS 


DIRECTOR  OF  COMMUNICATIONS 
Major  Florida  based  Sports  organization  is 
seeking  an  experienced  Director  of  Commu¬ 
nications  and  Publications  to  oversee  same 
and  develop  annual  communications  plans. 
Salary  plus  benefits.  E-mail  resume  to: 
jobmkt2003@yahoo.com 


Advertisers  call  Miclieie  Golden  at  (646)654-5304 
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EDITORIAL 


Back  Stage  West,  The  Actors  Trade 
Weekly  has  an  immediate  opening  for  an: 

EXECUTIVE  EDITOR 

Essential  job  duties  include  compiling  and 
updating  story  lists  in  advance  to  allocate 
space  for  content,  assigning  and  collecting 
stories  from  writers  and  artists  and  working 
closely  with  the  Managing  Editor,  Art  Director 
and  Production  Manager  by  providing  a 
layout  of  editorial  content. 

Will  manage  and  oversee  all  page  proofs 
and  corrections,  assign  theatre  reviews  to 
critics,  staff  and  freelance.  Additional  re¬ 
sponsibilities  include  writing  articles,  reviews 
and  features. 

Executive  Editor  reports  directly  to  the 
Group  Publisher.  To  qualify,  you  must  have 
at  least  3  years  experience  editing  and/or 
writing  with  2  years  in  a  supervisory  role, 
preferably  in  a  Publishing/Media  environment 
with  some  exposure  to  the  entertainment  in¬ 
dustry. 

College  degree  required  in  English  or  Jour¬ 
nalism.  Must  have  excellent  communication, 
editing  and  writing  skills,  be  organized,  de¬ 
tailed  oriented  and  have  the  ability  to 
multi-task.  Please  send  resume  and  salary 
requirements  to:  vnuhr@vnuinc.com 


COPY  EDITOR/WRITER  for  New  York-based 
national  church  monthly.  Superior  writing 
skills,  editing  experience,  mature  judgment 
required.  Knowledge  of  Episcopal  Church 
an  asset.  Send  resume,  writing  samples  to 
Jerrold  Names,  Editor,  Episcopal  Life,  815 
Second  Avenue,  New  York,  NY  10017. 


The  Dayton  Business  Journal  is  looking  for  a 
REPORTER  with  aching  hunger  to  break 
news.  Send  resumes,  clips  to  Lisa 
Morawski,  editor,  Dayton  Business  Journal, 
137  N.  Main  Street,  Suite  800,  Dayton,  OH 
45402.  E-mail:  lmorawski@bizjournals.com. 


EDITORIAL 


DIRECTOR 

Learning  Newsroom  Project 
A  joint  API/ASNE  Initiative 
The  American  Press  Institute  seeks  a 
high-powered  leader  to  join  the  Institute  as 
project  director  for  a  joint  training  initiative 
funded  by  the  John  S.  and  James  L.  Knight 
foundation  and  scheduled  to  begin  later  this 
year.  The  successful  candidate  will  have 
proven  success  as  a  newsroom  teach¬ 
er/trainer,  and  will  produce  skills  and  organ¬ 
izational-development  training  activities  at 
test-site  newspapers  around  the  country 
over  a  three-year  period.  Please  send  resume 
and  a  letter  of  interest  to: 

jobs@americanpressinstitute.org 
or  to  Vice  President  of  Extended  Learning, 
American  Press  Institute,  11690  Sunrise 
Valley  Drive,  Reston,  VA  20191.  No  phone 
calls,  please.  API  is  an  equal-opportunity 
employer  and  values  a  diverse  workforce. 

Seeking  a  WRITER  with  a  good  feel  for 
issues  affecting  small  businesses  and  con¬ 
sumers.  Able  to  report  on  trends 
developing  in  a  smaller  urban  area,  handle 
daily  business  stories  and  cover  the  business 
desk  when  needed.  Some  knowledge 
of  Quark  helpful.  Send  resume,  clips  to 
John  Norton,  business  editor.  The  Pueblo 
Chieftain,  P.O.  Box  4040,  Pueblo,  CO 
81003.  No  calls. 

DO  IT  ALL.  Innovative,  employee-owned, 
seven-day  newspaper  seeks  an  entry-level 
general  assignment  reporter.  We  need 
someone  who  can  do  everything:  features 
on  school  children  harvesting  potatoes; 
deadline  stories  on  cops  and  crime;  and  en¬ 
terprise  pieces  on  Idaho’s  changing  small 
towns.  Send  clips  and  resume  to  Assistant 
Managing  Editor  Margaret  Wimborne,  Post 
Register,  P.O.  Box  1800,  Idaho  Falls  ID 
83403. 


EDITORIAL 


EXECUTIVE  EDITOR:  The  POST-TRIBUNE, 
the  fastest  growing  daily  in  northwest  Indiana 
(suburban  Chicago),  is  seeking  an  Executive 
Editor.  This  is  the  top  spot  in  the 
newsroom  managing  a  staff  of  70  and  re¬ 
porting  directly  to  the  publisher  as  a  key 
member  of  the  executive  team. 

We  want  to  build  on  our  successful  growth 
strategies  in  this  highly  competitive  local 
news  market.  The  ideal  candidate  will  be 
able  to:  work  cooperatively  across  all  de¬ 
partments  to  achieve  common  goals;  under¬ 
stand  the  balance  between  quality  community 
journalism  and  the  big  stories;  have 
fresh  ideas  and  the  leadership  skills  to  exe¬ 
cute  them;  and  manage  resources 
creatively  and  strategically. 

Must  have  a  proven  track  record  in 
i  newsroom  leadership  in  a  local  news  envi- 
:  ronment.  Experience  in  competitive 
'  markets  required. 

Send  resume  with  salary  history  to: 

:  Boni  Fine,  Publisher,  Post-Tribune 

'  1433  E.  83rd  Avenue,  Merrillville,  IN  46410 
Or  E-mail:  bfine@post-trib.com 


WRITER 

African  American  weekly  newspaper  seeks 
freelance  writer  for  500  to  1000  word  arti¬ 
cles  on  a  variety  of  topics  of  interest  to  its 
market.  Please  forward  writing  samples,  re¬ 
sume,  compensation  expectations  to: 

Eric  H.  Kearney 

P.O.  Box  29077,  Cincinnati,  OH  45229 


SENIOR  MANAGING  EDITOR 
The  Times  seeks  an  experienced  editor  to 
manage  day-to-day  operations  of  its  88,000 
AM  daily,  95,000  Sunday  serving  northwest 
Indiana  and  southeast  suburban  Chicago. 
Emphasis  placed  on  content  development  in 
this  highly  competitive  market  with  a  focus 
on  local  news,  (iome  grow  with  a  newspaper 
on  the  move.  The  Times  is  an  equal  op¬ 
portunity  employer  that  appreciates 
diversity  in  their  workplace.  Lee  Enterprises 
newspaper.  Competitive  pay,  benefits. 
Send  resume,  references  to: 

Bill  Nangle,  Executive  Editor,  The  Times 
601  45th  Avenue,  Munster  IN  46321 


HUMAN  RESOURCES 


SAFETY  &  SECURITY  SERVICES 
SUPERVISOR 

Become  part  of  our  Human  Resources 
team!  You  will  recommend  and  supervise 
our  safety  and  security  policies,  procedures 
and  programs  in  compliance  with  federal, 
state  and  local  codes,  laws,  regulations  and 
standards.  Will  be  responsible  for  security 
staff  management,  facility  security,  life 
safety,  general  administration,  record  keep¬ 
ing,  identifying  and  troubleshooting  needs 
and  leading  new  employee  training. 
Requires  Bachelor’s  degree  in  Safety  Man¬ 
agement,  Safety  Engineering,  Security  Man¬ 
agement  or  Criminal  Justice  and  knowledge 
of  security  systems,  federal  OSHA  standards 
and  compliance  requirements.  Must 
have  effective  communication  skills,  project 
management  skills  and  leadership  abilities. 
Prefer  5-6  years  in  security  or  safety  field 
and  3  years  supervisory  experience.  Certified 
Safety  Professional  (CSP)  and/or  Certified 
Protection  Profession  (CPP)  preferred. 
Certified  CPR/First  Aid  Instructor  (American 
Red  Cross  or  American  Heart)  required.  Sal¬ 
ary  range  is  40-45K  annually.  Potential  for 
strenuous  physical  activity,  threatening  situ¬ 
ations  and  extended  or  irregular  work 
hours.  As  the  Hampton  Roads  business  unit 
of  Tribune  Company,  we  offer  excellent  ben¬ 
efits  and  a  lot  more.  Qualified  applicants 
should  apply  with  a  cover  letter  and  resume 
to  The  Daily  Press,  Inc.,  Attn:  HR,  7505 
Warwick  Boulevard,  Newport  News,  VA 
23607,  FAX:  (757)  247-7884. 

E-mail:  resumes@dailypress.com 
EOE 


PHOTOGRAPHY 


DIRECTOR  OF  PHOTOGRAPHY 
United  Press  International,  a  world  leader 
with  a  proud  history  of  seven  Pulitzer  Prizes 
in  photography,  seeks  an  experienced  Di¬ 
rector  of  Photography  with  a  track  record 
for  entrepreneurial  thinking  and  an  eye  for 
excellent  images.  The  successful  candidate 
must  have  10  years  of  picture  editing  and 
assignment  experience  in  the  wire  or  maga¬ 
zine  markets,  a  strong  news  judgment,  ef¬ 
fective-team  building  skills  and  an  obsession 
for  satisfying  customers.  The  Director 
of  Photography  will  work  closely  with  UPl 
Sales  and  Marketing  to  identify  new  oppor¬ 
tunities  for  UPl  Photos.  Please  submit  your 
resume  and  cover  letter  with  salary  require¬ 
ments,  Referencing  job  code:  DOP03,  to: 
hroutsourcer@yahoo.com 


EDITORIAL 


EDITORIAL 


meoiatT 

MANAGEMENT  XX 
Recruitment  Specialists 


Give  Yourself  the  Media  Management  II  Advantage 

Contact  Terry  Knust 
847.963.9300  or  mm2@voyager.net 


CLASSIFIED 
ADVERTISERS 


If  you  (don’t 
see  a  category 
that  fits  your  neeids, 
please  call  us  at  888.825.9149. 
For  space/material  deadlines  call: 

Hazel  Preuss  at  646.654.5302 
- details  at  www.editorandpublisher.com 


For  help  wanted/position  wanted  rates  call 
Hazel  Preuss  at  646.654.5302  or 
Michele  MacMahon  at  646.654.5303 

- the  newspaper  industry's - 

- meeting  place. - 


16  EDITOR& PUBLISHER  CLASSIFIEDS  JULY  28,  2003 


www.editorandpublisher.com 


Phone:  1-888-825-9149  ~  CimiFIED  ADVERTISING  ~  Fcur :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


PREPRESS 


ASSISTANT  TECHNICAL  SUPPORT 
MANAGER 

The  Florida  Times-Union,  a  1 70,000  circula¬ 
tion  daily  (230,000  Sunday)  newspaper  lo¬ 
cated  In  Jacksonville,  Florida,  is  seeking  an 
assistant  technical  support  manager  to  direct 
operations  of  the  pre-press  production 
systems  at  the  Florida  Times-Union. 
Qualifications  required  but  not  limited  to: 
Develop  and  implement  projects  designed 
to  enhance  computer  operations  affecting 
advertising,  editorial,  production  and  ac¬ 
counting.  Recommend  strategies  to  extend 
and  enhance  the  operational  efficiency  and 
effectiveness  of  computer  systems  at  The 
Florida  Times-Union.  Looking  for  motivated, 
self  starter  to  assist  in  maintaining  and 
growing  a  complex  production  environment 
integrating  Sun/SQL,  Windows,  NT,  and 
Mac  platforms.  We  are  currently  using  DT 
for  editorial  and  classified,  Agfa  Autologic 
Adman  for  advertising,  Oman  and  RIPS. 

We  need  a  team  player  with  good-people 
skills.  The  Florida  Times-Union  is  an  equal 
opportunity  employer. 

Send  cover  letter,  resume  to: 

Ronald  Petrey,  Technical  Support  Manager 
1  Riverside  Avenue,  Jacksonville,  FL  32202 
E-mail:  ron.petrey@jacksonville.com 


PRESSROOM 


NIGHT  SIDE  PRESSROOM  SUPERVISOR 
Want  to  work  at  The  Intelligencer,  45,500 
daily  and  53,500  Sunday,  the  premiere  sub¬ 
urban  Philadelphia  daily  newspaper  in  fast 
growing  and  beautiful  Bucks  (Jounty,  Penn¬ 
sylvania?  The  successful  candidate  will  have 
a  strong  track  record  of  supervision  and 
mechanical  expertise.  10  unit  Goss 
Urbanite  and  7  units  of  Enkel  50-inch 
autoweb  flying  pasters.  The  candidate  will 
supervise  the  3rd  shift  for  the  daily  newspa¬ 
per  overseeing  the  quality  of  the  printing 
production.  This  position  is  a  “working  su¬ 
pervisor”  and  includes  physical,  mechanical 
and  administrative  duties.  Send  your 
resume  to  Tom  Newman,  Pressroom  Super¬ 
intendent,  The  Intelligencer,  333  North 
Broad  Street,  Doylestown,  PA  18901  or 
E-mail:  tnewman@phillyburbs.com.  The  Intel¬ 
ligencer  is  privately  owned  by  Calkins  Media 
and  is  an  equal  opportunities  employer. 

PRESSROOM  MANAGER 
The  Key  West  Citizen  is  seeking  an  experi¬ 
enced  pressroom  manager  to  direct  the 
pressroom  staff  in  daily/weekly  newspaper 
production.  This  individual  will  be  responsible 
for  all  functions  in  a  9-unit  Goss  community 
press,  Muller  Martini  5-head  Inserter, 
and  Minuteman  Saddle  Stitcher.  We  are 
seeking  a  skilled  individual  to  schedule  and 
supervise  8  employees,  train  as  necessary, 
manage  equipment  maintenance,  and  work 
the  press.  Process  evaluation  and  recom¬ 
mendations  to  improve  production  methods 
will  be  encouraged.  In  this  capacity, 
minimum  requirements  include  five  to  ten 
years  experience  in  a  lead  pressroom  posi¬ 
tion,  computer  literate,  excellent  communi¬ 
cation  skills,  and  a  strong  commitment  to 
quality.  The  Key  West  Citizen  offers  a  gen¬ 
erous  benefit  package  and  is  an  Equal  Op¬ 
portunity  Employer.  Apply  to  Human  Re¬ 
sources  at  hr@keysnews.com  or  P.O.  Box 
1800,  Key  West,  FL  33041. 


-HELP  WANTED- 


_ PRESSROOM _  _ MARKETING _  _ MARKETING 

PRESSROOM  JOURNEYMAN 
The  Akron  Beacon  Journal  is  seeking  an  ex¬ 
perienced  press  person.  The  press  operator 
will  operate  as  a  member  of  a  newspaper 
printing  press  crew.  The  primary  re¬ 
sponsibilities  will  be:  preparing  the  presses 
for  operation,  maintaining  print  quality,  post 
press  clean-up  and  press  maintenance. 

Prior  experience  in  pressroom  operations 
or  flexo  printing. 

Selected  candidate  will  be  a  skilled  press 
operator. 

Must  be  willing  to  work  night,  weekend  and 
holiday  shifts. 

Excellent  pay  and  benefits. 

Interested  candidates  should  submit  a  re¬ 
sume  and/or  a  letter  detailing  qualifications 
to: 

The  Beacon  Journal 
Attn:  Human  Resources  Department 
44  East  Exchange  Street 
P.O.  Box  640 
Akron,  OH  44309D640 
EOE 


PRESSROOM  MANAGER 
The  Daily  Breeze,  a  Copley  newspaper,  is  a 
daily  publication  based  in  Torrance,  CA  with 
daily  circulation  of  72,000,  serving  the  14 
communities  that  make  up  the  South  Bay. 
We  are  looking  for  an  experienced  Pressroom 
Manager  to  oversee  the  operations  of 
a  Goss  Metro  Press  with  2  folders,  13  units 
and  a  color  tower. 

This  key  opening  will  be  responsible  for 
overseeing  press  operations,  maintenance 
and  delivery  of  high  quality  products  in  a 
timely  and  professional  manner.  This 
person  will  also  be  the  key  customer  liaison 
responsible  for  coordinating  and  communi¬ 
cating  all  customer  press/production  re¬ 
quirements  and  problems. 

Responsibilities  include  the  direction  and 
strategic  oversight  of  the  Pressroom,  in¬ 
cluding  flow  of  pages,  product  quality,  com¬ 
pliance  with  New  York  Times  and  Daily 
Breeze  production  standards,  coordination 
and  resolution  of  press  related  problems 
and  mechanical  and  electrical  maintenance, 
and  staying  within  capital  and  operating 
budget. 

Qualified  applicants  will  have  a  minimum 
combination  of  seven  years  high  level  press 
journeyman  experience,  including  two  years 
press  maintenance  experience,  two  years 
press  operator  experience  and  some  super¬ 
visory  experience,  and  experience  with 
Goss  Metro  Press.  This  new  leader  must  be 
a  strong  communicator  capable  of  directing 
the  pressroom  staff  and  working 
hand-in-hand  with  management. 

You  will  join  a  company  with  an  outstanding 
reputation  and  excellent  benefits.  Qualified 
applicants  should  fax  their  resume, 
including  cover  letter  and  salary  history,  to 
Human  Resources  at  (310)  5409455; 
E-mail  to  jobs@dailybreeze,com  or  mail  to: 

Daily  Breeze,  Attn:  Human  Resources 
5215  Torrance  Boulevard, 

Torrance,  CA  90503 


"Freedom  is  ;ilways  within  the  framework 
of  destiny.  -.Martin  I.uther  Kinelr.. 

emi  riglits  le-atler  ,  19(>3 


Do  what 

you 

like 


Career  Opportunities 


Vice  President  of  Marketing  for 
South  Florida  Sun-Sentinel 


UxAinj:  to  advance  your  ntiuietinj:  nianaj.>etTH;nt  career  by  joining  a  high-powered  multimedia 
oiganizalKin.’  As  Vice  Preskienl  of  Marketing  fur  Sun-Sentinel  Company,  you'll  help  lead  the 
maiketing  elTorts  forTnbune  Company's  Stxith  Floridu  media  properties  including: 

•  The  innovative  and  award-winning  SouUi  Fhtrida  Sun- Sentinel  daily  newspaper 

•  Sun-.Sentinel.cum.  w  ith  18  million  page  views  per  month,  a  leading  kx-al  Web  site  in  South  Florida 

•  Several  strategic  community  and  niche  puWic-atKMis 

In  addition,  you  w  ill  become  pan  of  our  "market  management"  approach  which  teams  the 
Sun-Sentinel  with  Tribune's  WBZL-TV  to  form  the  very  first  newspaper.TV  hybrid  organizatKin 
serving  the  nation's  6th  largest  MS.A  (Miami.  Fori  Lauderdale  &  West  Palm  Beach). 

We're  sc-eking  an  expciienced  marketing  pmfes.sional  with  newspaper,  bmadcast  or  cable 
industry  experience  M  join  our  senior  management  team 

Repotting  to  the  CicncTal  .Manager  responsibilities  for  this  position  include: 

•  Dcvekipnig  and  executing  multimedia  creative  lor  Sun-.Sentmel  Compuny  prtxlucls 

•  Directing  all  Sun-.SentincI  negotiations  for  print,  radio.  nmadc~a.st  and  cable  mediums 

•  Working  ckisely  with  WBZL-T\''s  marketing  team  to  devekip  joint  pmmotkins  and  strategic  projeexs 

•  Directing  brand  and  promotional  efloits.  community  altairs.  public  relations  and  event  mr^eting 

•  Directing  and  implementing  community  relations  strategies  that  include  charily  fund  devehiptnent 
and  grant  alkx-ations 

The  succes.sful  candidate  w  ill  have  at  least  five  years  experience  in  mtuiagement  of  brand  promotion 
and  marketing  in  the  newspapcT.  bmadcast  or  cable  industries  (in  addition  to  any  i^ency  experience). 
Drgree  in  marketing,  advertising  or  equivalent  experience  required.  Excellent  verb^  anil  written 
cxMiimunicatkin  skills  are  a  must  in  order  to  engage  in  cunstiuclive  and  cITective  consctisus  building. 
Must  have  proven  leadership  suceess  in  directing  and  mixivating  a  team,  in  addilkm  to  stmng 
creative,  analytical,  planning,  managerial,  multimedia  and  otg-anizaikmal  skills. 

Tribune  South  Rorida  offers  a  competitive  salary  and  an  excellent  benefiLs  package.  If  you  are 
motivated  by  success  and  want  to  be  part  of  a  w  inning  organi/atkin  that  is  going  to  make  history 
then  send  vour  resume  to: 


Like  what 

you 

do 


Sun-Sentinel  Company 
Human  Resources 

Mail:  333  SW  12tt)  Ave.,  Deerfiekl  Beach,  FI  33442 

fax:  954425-1 S18 

Email:  mlotenzo^tribune.com 


Sun-Sentinel 


a  TRIBINE  company 


Sun-Sentiiel  Company  rallies  dhrersity  and  encourages  those  who  share  our  rkion  to  apply 
We  supooit  a  smoke-ftee,  (hug- free  wotk  environment.  EOf 


PRESSROOM 


SUF’ERVISOR/PRESS  OPERATOR 
Hands  on.  Full  charge  Production  Manager 
with  experience  on  Tensor  or  Goss  or 
Harris  4  Color  to  manage  pressroom.  Good 
leader  -  forceful  and  organized.  Written,  ver¬ 
bal  and  mechanical  skills.  Good  color  per¬ 
ception.  Previous  supervisory  experience. 
Send  resume  with  salary  requirements  to: 

President,  VIP  Advertising,  Inc. 

215  Oser  Avenue,  Hauppauge,  NY  11788 
Or  Fax:  (631)231-0030 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


www.editorandpublisher.com 
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Phone 


:  1-888-825-9149  ~  CUniFIED  ADVERTISINe  -  ;  (646)  654-5312 


MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED-  ' 


PRODUCTION/TEt  n 


PRODUCTION  DIRECTOR 

The  Inland  Valley  Daily  Bulletin  in  Ontario, 
California  is  seeking  an  experienced  Pro-  i 
duction  Director  to  manage  a  daily 
operation  and  to  implement  a  strategy  to 
grow  commercial  printing. 

The  person  should  have  3-7  years  of  suc¬ 
cessful  management  experience,  effective  ; 
leadership  and  communication  skills,  the  ! 
ability  to  work  in  multi-functional  production  ■ 
areas  and  at  least  2  years  experience  in  ac-  ; 
quiring  and  producing  commercial  printing. 

Duties  include,  but  are  not  limited  to,  man-  . 
aging  Prepress  operations.  Facilities  func¬ 
tions  and  Pressroom.  Candidate  must  be  : 
computer  literate  and  able  to  use  j 
spreadsheet  programs,  such  as  Excel  for  i 
budgeting. 

Competitive  salary  based  on  qualifications 
and  experience.  This  position  offers  excel¬ 
lent  benefits  including  401(k)  plan,  medical,  : 
dental  vision  and  life  insurance. 

Interested  applicants  should  FAX  a  resume 
to  Don  Kay  at:  (909)  384-0928  or 
CALL:  (909)386-3820. 

E-mail:  don.kay@sbsun.com 
An  EOE,  Drug  Free  Workplace 


-POSITIONS  WANTED- 


ADVERTISING 


I  BRING  20  YEARS  of  newspaper/magazine 
advertising  sales  experience  to  the  table. 
Seasoned,  dedicated  employee  with  exten¬ 
sive  knowledge  of  all  facets  of  these  indus¬ 
tries.  Increased  revenue  and  market  share 
in  all  positions.  Seeking  full-time  position  in 
NY/NJ  areas  with  a  growing  publication. 
E-mail:  Rosie48269@cs.com 
Or  call  Howard  at:  (732)  988-6157 

_ ART/GRAPHICS _ 

NEED  A  HAND  with  your  publication  design, 
layout  or  production?  This  graphic  artist  can 
give  you  a  hand.  Over  20  years  experience 
in  designing  and  producing  newspapers, 
magazines,  newsletters,  and  marketing  ma¬ 
terials.  Available  on  a  freelance  or  full  time 
basis.  Call  Hunter  at  (908)  630-0151  or  Fax 
(908)  204-0697  for  more  information. 


From  the 

newsrooms 

to  the 

PRESSROOMS 

to  the 

boardrooms  - 

no  one  covers  the 
newspaper  business  like 
Editor  &  Publisher 


visit  oiir  website  at 
vvwvv.edi  torandpiiblisher.com 


E&P'S  CLASSIFIED 

the  newspaper 
industry’s  meeting 
piace. 

888.825.9149 


Sometimes  our  light  goes  out  but  is 
blown  into  flame  by  another 
human  being.  Each  of  us  owes 
deepest  thanks  to  those  who  have 
rekindled  this  light. 

-Albert  Schweitzer 


CLASSIFIED  ADVERTISING 
INFORMATION 


T 


DEADLINES 


Wednesday  at  noon  (EST)  for  the  next  Monday’s  issue. 


1 


LINE  AD  RATES 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 


HELP  WANTED 


ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $13.80 

1  week . 

. $12.45 

2  weeks . 

. $12.70 

2  weeks  . 

. $10.95 

3  Weeks . 

. $11.15 

3  Weeks . 

. $  9.60 

4  weeks . 

. $  9.45 

4  weeks  . 

. $  8.25 

1 2  weeks  . 

. $  9.00 

1 2  weeks  . 

. $  7.25 

26  weeks  . 

. $  8.05 

26  weeks  . 

. $  6.40 

39  weeks  . 

. $  7.75 

39  weeks  . 

. $  6.00 

52  weeks  . 

. $  7.35 

52  weeks  . 

. $  5.60 

BLIND  BOXES:  $25  per  insertion 


DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  otherwise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
1 33-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  $149 

12  weeks  . 

. $  115 

2  weeks  . 

.  $135 

26  weeks  . 

. $  110 

3  Weeks  . 

.  $128 

39  weeks  . 

. $  104 

4  weeks . 

.  $124 

52  weeks  . 

. $  98 

ORDERS  AND  PAYMENT 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis. 
Contracts  are  non-cancellable.  All  ads  from  new  advertisers  must  be 
pre-paid  prior  to  deadline;  advertisers  with  a  payment  record  in  good 
standing  may  be  billed.  Deadline  is  noon  Wednesday  prior  to 
Monday  Publication.  Cash,  check,  VISA,  MasterCard,  and  American 
Express  accepted.  All  ads  require  a  signed  insertion  order,  and  all  ad 
copy  must  be  submitted  in  writing  via  mail,  e-mail,  or  fax.  We  reserve 
the  right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1 .  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone,  5.  Ad 
Classification,  6.  No.  of  insertions. 

Or  Place  your  ad  online  www.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  &  Publisher  Classified 

770  Broadway,  7th  FI,  New  York,  NY  10003 

Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 
TOLL  FREE:  888  825-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss  @  editorandpublisher.com 

MTCHELE  MACMAHON  ( EMPLOYMENT  -  CENTRAL  +  WESTERN  U.&) 

mmacmahon  @  editorandpublisher.com 

MICHELE  GOLDEN  (SERVICES  -t-  ALL  OTHER  CATEGORIES) 

mgolden  @  editorandpublisher.com 
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MULTICULTURAL  ARKE 

IN  AMERICA  THE  ONLY  COMPLETE  DIREaORY,;  .. 


Hispanic/Latino  •  African  American  •  Asian  American 


COMPLETE  LISTINGS 

Advertising  Agencies 
PR  Firms 

Media  Buying  Services 
Multicultural  Media  -  Radio,  Television, 
Cable  Networks,  Magazines, 

Daily /Weekly  Newspapers 
Brand  Marketers  with  Multicultural 
Marketing  Programs 


New  Opportunities 

Multicultural  marketing  is  the  fastest  growing  area  in 
consumer  marketing  today.  National  advertisers  are 
now  specifically  targeting  the  multicultural  marketplace. 
Hiring  specialized  agencies  for  the  purpose  —  creating 
native  language  ads,  buying  ethnic  oriented  media  and 
generating  separate  creative  for  each  multicultural 
community. 

Contacts 

With  this  directory  everyone  tailoring  messages  to 
multicultural  audiences  can  find  the  contacts  they 
need.  Agencies  will  find  potential  clients.  Clients 
will  shop  effectively  for  agencies.  Media  sales  people 
and  media  buyers  will  find  each  other.  Service 
providers  will  quickly  identify  their  best  prospects. 

Organized  by  Ethnic  Groups 

Ethnic  specific  organization  allows  for  ease  of  use  and 
quick  targeting  of  the  type  of  organization  needed. 

Cross  Referenced 

Indices  at  the  end  of  the  directory  will  cross-reference 
all  listings  by  geography  (city  and  state),  ethnic  focus 
(Hispanic/Latino,  African  American,  Asian  American) 
and  company  type. 

ORDER  NOW  —  Only  $249* 

To  order  your  copies  of  ADWEEK's  Multicultural 
Marketing  Directory,  just  coll  800-562-2706. 


Directories 

•  MEDIAWEEK  y 

,  '  .  ('-i 


*Plus  $12  shipping/handling  and  appropriate  sales  tax  in  NY,  CA,  TN,  MA,  IL,  NJ,  PA,  OH,  VA  and  DC. 


LETTERS 


I  i  {continued  from  page  3}  effort  to  avoid 

:  I  being  ambushed,  the  soldiers  drive  too 
I  j  fast.  In  fact,  I  heard  a  report  that  in  at 
le2ist  two  incidents,  soldiers  killed  in  car 
accidents  were  actually  fleeing  hostile 
fire.  These  are  clearly  combat  deaths, 
not  accidents. 

CHRISTOPHER  AMBROSE 

Lorton,  Va. 

Thanks  for  the  article  on  the 
media’s  underreporting  of  Iraq- 
war  casualties.  I  live  in  Elkhart, 
Ind.,  home  of  another  U.S.  soldier  who 
died  about  a  week  ago  —  whose  death 
was  not  reported  as  a  combat  casualty. 

He  was  Craig  Boling,  a  reservist,  age  38, 
who  is  reported  to  have  suffered  a  heart 
attack,  though  the  autopsy  report  is  not 
in  yet.  As  you  state  in  your  article,  had  he 
not  been  in  Iraq,  in  120-degree  heat  and 
extreme  stress,  he  would  likely  be  alive 
to  see  his  four  children  grow  up.  The 
whole  community  is  grieving  his  loss. 

JENNY  BARTLETT 
Elkhart,  Ind. 

This  country  has  to  acknowl- 
edge  each  of  the  soldiers  who  are 
losing  their  lives  and  futures  in 
Iraq.  We  all  need  to  know  what  this  war 
is  costing  us  in  lives,  and  the  parents  need 
to  know  that  their  children  were  given 
proper  credit  for  serving  their  country. 

My  25-year-old  son  is  an  officer  in  the 
hostilities  in  Iraq.  He  would  not  be  there 
if  he  wasn’t  sent  there.  He  emphasizes  in 
letters  and  e-mails  that  the  “war  is  not 
over.”  His  convoys  are  attacked  eveiy  day, 
and  sometimes  three  times  a  day.  Why 
do  The  New  York  Times  and  other  news¬ 
papers  keep  labeling  their  war  coverage 
“After  the  War”? 

MERI  FINNERTY 

ONE  THING  I  HAVE  NOTICED  ABOUT 
the  mounting  toll  in  Iraq  is  that 
we  are  always  told  that  “such  and 
such”  number  of  soldiers  have  died  and 
so  many  were  wounded.  The  wounded 
almost  seem  to  be  an  afterthought.  The 
extent  of  the  wounds  are  rarely,  if  ever, 
described.  Some  of  these  wounded  must 
be  soldiers  who  have  lost  legs  or  arms  or 
eyesight  —  burned,  broken,  and  suffering 
people  who  are  barely  recognized  as  a 
part  of  the  ongoing  carnage.  Although 
I  have  never  seen  any  figures  on  the  total 
number  of  wounded,  it  must  be  signifi¬ 
cant  by  now. 

This  is  a  cost  of  war,  along  with  the 


j  psychological  damage 
I  done  to  these  soldiers, 
which  is  rarely  addressed. 
If  Bush  wants  any  respect 
he  should  go  out  on  patrol 
with  the  grunts  on  the 
streets  of  Baghdad  instead 
of  grandstanding  on  an 
aircraft  carrier.  Then  let 
him  tell  the  soldiers  that 
the  war  is  over. 

DAVID  HECK 
Miami,  Fla. 


IN  LOOKING  FOR  INFORMATION  ON 
the  high  number  of  auto  accident 
deaths  (at  least  34)  suffered  by 
1  our  troops  in  Iraq,  I  found  your  article. 

!  According  to  \heArmy  Times,  many  of 
I  these  deaths  are  described  as  “swerved 
!  to  avoid  civilian  vehicle.”  Time  magazine 
recently  ran  an  article  describing  the 
death  of  a  soldier  named  Michael  Coffin 
whose  own  death  was  caused  by  such  an 
“accident.”  The  details  of  his  death  are 
rather  peculiar;  according  to  the  article, 
a  civilian  vehicle  drove  directly  toward 
:  his  vehicle,  after  which  an  “angry  Iraqi 
crowd”  gathered  around  [the]  vehicle 
:  and  set  it  on  fire.  This  happened  in  full 
view  of  the  crowd  of  another  army  vehicle 
;  coming  up  behind  Coffin’s  own  vehicle. 

In  a  conversation  with  someone  whose 
nephew  is  in  Walter  Reed  Hospital,  recov¬ 
ering  from  injuries  as  a  result  of  an  auto 
accident,  this  person  stated  that  the  civilian 
]  vehicles  are  deliberately  driving  towards 
the  army  vehicles,  that  in  fact,  his  nephew 
;  had  a  civilian  Iraqi  bus  drive  directly  into 
his  own  vehicle.  These  two  incidents  would 
point  to  a  far  more  sinister  explanation  for 
the  high  amount  of  traffic  accidents  in  the 
area,  than  we  have  been  led  to  believe.  If 
these  “accidents”  are  the  result  of  a  concert¬ 
ed,  deliberate  method  of  suicide  attacks, 

!  our  soldiers  are  dying  in  combat  and  not 
as  the  result  of  “fast  driving.” 

I  BEN  DURBIN 

Loveland,  Ohio 


and  is  now  in  seclusion. 

The  lack  of  curiosity  in 
our  press  is  very  annoying. 
When  terrorists  killed  17 
sailors,  each  got  a  long 
and  loving  memorial.  We 
don’t  even  get  the  names 
of  the  dead  now.  Always, 
it  is  “one  was  killed  and 
four  injured  today.”  There 
is  seldom  any  description 
of  how  they  died.  Finally, 
just  this  week,  our  press 
showed  a  photo  of  a  dead 
soldier  —  only  he  was  completely  covered. 

America  should  be  shown  the  burned 
soldier,  the  one  with  his  arm  blown  off. 
We  should  see  the  “injured,”  some  of 
whom  are  missing  arms  and  legs  and 
eyes.  Not  one  wounded  soldier  aside  from 
Jessica  Lynch,  the  propaganda  victim  of  a 
faked-up  story,  has  been  shown. 

ELAINE  MEINEL  SUPKIS 
Petersburg,  N.Y. 

WHAT  IS  A  “NON-HOSTILE 

gunshot  wound?”  I  would 
have  thought  that  getting  a 
bullet  through  the  body  is  always  a  pretty 
hostile  affair.  Or  is  this  something  which 
i  is  somehow  unique  and  can  only  be  prop- 
!  erly  understood  by  people  who  have  the 
unique  ability  to  see  nuclear,  biological, 
and  chemical  weapons  where  none  exist? 
Seems  a  little  like  the  insane  logic  of 
“Catch-22.”  But  wasn’t  that  just  a  book? 

CHRIS  CAHILL 
Edmonton,  Alberta,  Canada 

Two  SIMPLE  points:  THERE  IS 
always  a  large  number  of  non¬ 
combat  deaths  in  any  action. 

Check  the  numbers.  Two,  the  number 
of  Americans  killed,  as  tragic  a  number 
as  even  a  handful  is,  is  much  overplayed. 
For  example,  a  war  that  history  books 
don’t  even  call  a  war  [the  Korean 
conflict]  had  death  rates  an  order  of 
magnitude  higher  than  Iraq.  So  put 
things  in  perspective,  for  God’s  sake. 


LETTERS 

E&P  welcomes  letters. 
E-mail  to  letters®  edi- 
torandpublisher.com, 
fax  to  (646)  654-5370,  or 
write  to  “Letters,”  Editor  & 
Publisher,  770  Broadway, 
New  York,  NY 10003. 
Please  include  name,  title, 
location,  and  e-mail  ad¬ 
dress.  Letters  may  be  edited 
for  all  the  usual  reasons. 


Last  week,  my  daughter  called 
me  because  a  co-worker’s  daughter 
shot  herself  in  Iraq.  So  I  looked  at 
the  news  and  saw  in  a  British  newspaper 
a  short  line  about  a  woman  in  the  military 
in  Iraq  was  shot.  I  was  furious  and 
wrote  to  papers  like  The  New  York  Times 
demanding  they  ask  about  her  suicide. 
Not  a  word  from  the  military,  and  not  one 
question  from  the  press.  The  mother  is 
too  bereaved  and  upset  to  talk  to  anyone. 


ROBERT  HENKEL 

WHY  AREN’T  THE  NATIONAL 
newspapers  doing  obits  on 
all  of  these  soldiers?  The  New 
York  Times  printed  entire  special  sections 
on  the  World  Trade  Center  dead,  and 
won  a  Pulitzer  for  it  —  are  these  dead 
any  less  deserving? 

BRAD  SMITH 

Los  Angeles,  Calif. 


20  EDITOR  &  PUBLISHER  JULY  28,  2003 


www.editorandpublisher.com 


Three  appointments  in  one  building 
on  a  sunny  summer’s  morning. 


10:43a.ni. 


at  the  front 


Sugrue  is  announced 


desk  of  the  Sun-Times. 


in  C7 .  _  I  ^  I  The  Sun-Times'  Steve 

10;57  a.lN.  John  Cruictohank  talks  Huntley  and  Sugrue  share  a  laugh 


syndicated  features  with  Sugrue. 


{continued  from  page  12}  duties  as  Tri¬ 
bune  Media  Services  sales  director,  says: 
“You  learn  about  new  opportunities  more 
in  person  than  by  phone  or  e-mail.  You’re 
pitching  an  editor  about  a  new  comic  or 
column  —  the  things  the  syndicate  wants 
to  talk  about  —  and  you  find  out  the  paper 
is  developing  a  health  section  or  changing 
its  Op-Ed  section.” 

Other  on-the-road  benefits?  “You  learn 
more  about  the  different  qualities  newspa¬ 
pers  have  from  one  community  to  the 
next,”  says  Universal  President  Robert 
Dufiy,  a  high-ranking  sales  executive 
at  that  syndicate  for  many  years. 

Also,  in-person  conversations  with 
editors  can  give  syndicates  ideas  for 
content  they  might  distribute  in  the  future 
—  whether  it  be  a  popular  feature  in  that 
particular  pajjer,  or  a  topic  for  a  yet-to-be- 
created  feature  desired  by  editors  and 
readers.  And  any  problems  (such  as  a 
delivery  glitch)  between  a  syndicate 
and  newspaper  can  be  discussed. 

Then  there’s  the  fact  that  reps  enjoy 
talking  with  newspaper  editors,  who  they 
describe  as  smart  and  interesting  people. 


“The  economy  makes  the  job  difficult,  but 
the  people  you  deal  with  make  it  a  pleas¬ 
ure,”  says  Matthews,  who’s  moving  from 
United  to  Universal  on  Aug.  26. 

Indeed,  getting  to  interact  with  newspa¬ 
per  editors  was  one  of  the  reasons  Sugrue 
decided  to  become  a  syndicate  rep.  “The 
features  are  also  great  —  entertaining  and 
informative,”  she  says.  “We’re  not  selling 
widgets.” 

Comics  relief 

Sugrue  enters  the  Sun-Times,  whose 
utilitarian  building  differs  greatly  from 
the  ornate  Tribune  Tower.  She’ll  be  here 
for  a  while,  having  scheduled  back-to- 
back-to-back  sessions  with  three  editors. 
First  up  is  John  Cruickshank,  vice  presi¬ 
dent  of  editorial. 

“I  don’t  know  if  you’re  doing  any 
shopping,”  Sugrue  begins.  “I  know  things 
are  tight.” 

Cruickshank,  like  many  of  America’s 
editors,  can  only  agree.  But  he  does 
observ'e  that  syndicated  content  “can  be 
economical”  during  a  recessionary  time. 

Talk  turns  to  “The  Other  Coast”  comic 


Got  a  pitch?  Better  throw  a  strike 


Syndicates  like  their  sales- 
people  TO  visit  newspapers.  But 
how  do  newspapers  feel  about 
seeing  these  reps? 

Susan  Bischoff,  deputy  managing  editor 
of  the  Houston  Chronicle,  gets  about  15 
visits  a  year  from  various  syndicates.  “The 
best  visits  are  when  they  have  something 
new  —  or  something  in  development 
that  we  can  comment  on  before  it’s  cast 
in  stone,”  she  says.  “If  they  ask  for  an 
appointment  and  there’s  nothing  new, 
it  can  be  tiring  if  they’ve  already  shown  us 
the  material.” 

Bischoff  adds  that  the  visits  enable  her 
to  ask  questions  immediately  while  read¬ 
ing  samples,  and  to  learn  more  about  a 
feature’s  creator.  She  also  might  tap  a  rep’s 
knowledge  about  an  editor  the  Chronicle 


is  thinking  of  hiring  from  another  daily. 
“Syndicate  people  are  some  of  the  best 
newspaper  readers  I  know,”  says  Bischoff. 
“They’re  intelligent,  and  passionate  about 
our  industry.  Many  are  a  terrific  resource.” 

John  Smyntek,  special  features  and 
syndicate  editor  at  the  Detroit  Free  Press, 
values  the  dozen-or-so  visits  he  receives  a 
year  from  syndicates.  “The  problem  with 
phone  pitches  is  you’re  dealing  with  the 
abstract  unless  they  sent  you  something  in 
advance,”  he  says.  Smyntek  finds  meetings 
useful  not  only  for  seeing  samples  but  for 
giving  reps  mail  from  Free  Press  readers 
about  already  published  features  and  for 
hearing  what’s  going  on  at  other  papers. 

Meetings  are,  “by  mutual  consent, 
a  little  more  businesslike”  than  before, 
says  Smyntek,  citing  budget  and  time 


by  Adrian  Raeside  of  Creators. 

“I  love  his  stuff,”  sav-s  Cruickshank. 

“He’s  a  very  fimny  man,”  agrees 
Sugrue. 

“When  I  get  the  opportunity’  I’m  going  to 
bring  him  into  the  main  paper,”  continues 
Cruickshank.  The  comic  currently  appears 
in  Red  Streak,  the  Sun-Times  publication 
cdmed  at  younger  readers. 

Sugrue  mentions  other  features,  among 
them  recently  launched  opinion  columnist 
Neil  Cavuto  and  —  as  she  did  at  the 
Tribune  —  Uoyd  Grove.  Cruickshank 
responds,  “I  have  so  much  gossip  in  the 
paper  already.” 

Then  the  Creators  rep  gets  creative 
again,  suggesting  that  Charlos  Gary’s 
recently  launched  “Working  It  Out”  comic 
—  which  Sugrue  describes  as  “Dilbert’ 
with  art”  —  could  replace  “The  Other 
Coast”  in  Red  Streak  if  “Coast”  breaks  into 
the  Sun-Times. 

“That’s  not  a  bad  idea  at  all,”  says 
Cruickshank. 

He  and  Sugrue  chat  a  little  about  the 
naming  of  Amy  Dickinson  to  replace  Ann 
Landers  at  the  Tribune,  and  then  Cruick¬ 
shank  ends  the  meeting  with  some  general 


constraints.  “I’ve  had 
one  lunch  with  a 
syndicate  person  in 
the  last  four  years.” 
Smyntek  adds  that 
syndicates  are 
launching  fewer  fea¬ 
tures  as  newspaper 
Bi«hoft,  the  tightens^  What 

Houston  Chronicle  "asn  t  changed  is 

being  in  a  rare  mar¬ 
ket  with  two  big  dailies:  “I  have  to  make 
on-the-spot  decisions.  They’re  meeting 
with  my  competitor  in  the  same  building.” 

Harriet  Heithaus,  “Ambience”/“At 
Home”  editor  at  the  Naples  (Fla.)  Daily 
News,  usually  gets  only  a  few  syndicate 
visits  a  year.  “Frankly,  if  there’s  something 
I’m  looking  for,  they  send  me  a  media  kit,” 
she  says.  “I’m  happy  with  that.  We’re  all 
crazy  busy.”  —  DaveAstor 
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comments  about  syndicated  features:  “We’d 
rather  be  local,  but  there  are  some  good  na¬ 
tional  columns.”  And:  “I  love  the  comics.  I 
always  read  all  of  them.  They’re  an  interest¬ 
ing,  important  part  of  the  culture.” 

Sugrue  walks  to  Sun-Times  Editorial 
Page  Editor  Steve  Huntley’s  office  for  a 
short  meeting.  Among  the  six  talents  she 
mentions  is  Steve  Kelley,  The  Times- 
Picayune  of  New  Orleans  editorial  cartoon¬ 
ist  signed  by  Creators  this  year. 

“I  know  you  have  Jack  Higgins  on  staff,” 
Sugrue  says,  but  she  suggests  Kelley  as  a 
syndicated  backup. 

“Let  me  take  a  look,”  replies  Huntley, 
taking  a  media  kit  to  peruse  later. 

When  Sugrue  says  goodbye  to  Huntley, 


budget  was  a  factor.  Then  Sugrue  mentions 
the  “Around  the  World  with  Jennifer 
Merin”  feature. 

“Our  travel  editor  was  just  complaining 
that  she  needs  more  stuff,”  Barron  replies. 
Hell  talk  to  that  editor  about  Merin. 

Comics  come  up  again  as  Sugrue  shows 
Clayton  Strohmeyer’s  “Mr.  Housewife,” 
which  was  launched  last  fall.  Barron  chuck¬ 
les  at  several  samples  —  despite  his  state¬ 
ment  of  a  few  minutes  before  that  he  likes 
to  keep  a  “poker  face”  when  reading  comics 
in  front  of  syndicate  reps. 

“Not  bad,”  Barron  says.  “Not  quite  as 
insipid  as  some  other  comics  with  married 
couples.  It  has  a  little  bit  of  reality  —  I’ve 
been  in  a  couple  of  these  positions.” 


today’s  stumbling  economy  and  other 
factors  including  newsprint  costs  —  have 
made  a  road  rep’s  job  harder.  “The  main 
downside  [of  being  a  syndicate  rep]  is  the 
limited  space  for  comics,”  Sugrue  says.  “An 
I  editor  has  to  lose  one  to  gain  one,  and  that’s 
a  risk.  On  the  other  hand,  if  they  don’t  take 
those  risks,  they  may  end  up  with  a  pretty 
stale  page.” 

But  perhaps  the  biggest  change  in  the 
past  decade  has  been  the  continued  decrease 
in  multi-newspaper  towns.  “Fewer  competi¬ 
tive  markets  always  makes  it  more  difficult 
for  the  syndicate,”  says  Creators  President 
Richard  Newcombe,  a  former  syndicate 
sales  executive.  There  are  fewer  potential 
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11:53  a.lll.  John  Barron  peruses 
possible  comics  for  the  Sun-Times. 


12:14  p.m. 

Sun-Vmes 


Sugrue  signs  out  of  the 
before  heading  north. 


1:17  p.m.  Sugrue  grabs  a  quick 
lunch  at  a  Wilmette,  III.,  eatery. 


1:35  p.m.  Armed  with  a  big  coffee 
for  the  drive  to  her  next  sales  call. 


it’s  nearly  11:30.  There’s  a  20-minute  wait 
before  Features  Editor  John  Barron  is  able 
to  leave  a  meeting  and  invite  Sugrue  to  sit 
at  a  conference  table  in  his  office. 

“We’re  trying  to  figure  out  a  way  to 
get  more  comics  in  the  paper,”  Barron 
announces  —  words  sure  to  bring  a  smile  to 
any  syndicate  rep’s  face.  He  says  one  way  of 
doing  this  would  be  to  reduce  white  space 
between  comics  and  move  their  titles  from 
the  top  to  the  side  of  each  strip.  Sugrue 
mentions  Cruickshank’s  interest  in  “The 
Other  Coast.” 

Barron  then  asks  about  Afiican- Ameri¬ 
can-themed  strips,  which  he  feels  are 
“under-represented”  in  syndication.  Sugrue 
cites  three  Creators  comics  by  Afiican 
Americans:  “Working  It  Out,”  Stephen 
Bentley’s  “Herb  and  Jamaal,”  and  Morrie 
Turner’s  “Wee  Pals.” 

The  talk  turns  to  Creators  columnists, 
leading  Barron  to  recall  writing  a  story 
about  the  recent  party  marking  Robert  No¬ 
vak’s  40th  anniversary  as  an  op-ed  writer. 
(Novak  is  with  the  Sun-Times  and  Cre¬ 
ators.)  Barron  also  says  the  paper  is  happy 
with  Bill  O’Reilly’s  Creators  column.  “We 
don’t  know  what  took  us  so  long  to  pick  it 
up,”  he  says,  adding  that  a  tight  feature 


Numbers  in  a  numbers  game 

Syndicate  sales  executives  and  reps  travel 
anywhere  from  13  to  40  weeks  a  year. 
Newspaper  visits  are  usueilly  scheduled  no 
earlier  than  two  weeks  in  advance.  When 
on  the  road,  reps  tend  to  visit  two  or  three 
newspapers  a  day,  depending  on  how  many 
editors  are  being  seen  at  a  particular  paper, 
how  far  apart  the  papers  are,  and  plane 
schedules  —  especially  since  airlines  pared 
flights  after  9/11.  Sometimes  reps  show 
an  editor  just  a  couple  of  features,  other 
times  as  many  as  10.  (Reps  can’t  pitch 
every  feature  on  a  syndicate’s  roster  at  every 
meeting,  but  try  to  show  them  all  to  various 
clients  over  a  period  of  time.)  At  least  one 
new  feature  is  almost  always  in  a  rep’s 
briefcase. 

While  the  number  of  reps  has  remained 
roughly  constant  during  the  last  10  years, 
several  other  factors  have  changed  in  syndi¬ 
cation  sales. 

Layoff-buffeted  papers  have  busier 
editors,  sometimes  making  it  difficult  for 
them  to  meet  with  reps  for  a  half  hour  or  at 
all.  Because  of  time  and  budget  constraints, 
there  are  fewer  editor-rep  lunches  at  local 
restaurants.  Tight  newspaper  feature 
budgets  and  limited  space  —  caused  by 


clients  for  features,  and  the  surviving  papers 
don’t  have  to  make  immediate  decisions 
when  there’s  no  competitor  for  a  syndicate 
rep  to  visit  that  day. 

The  digital  age  has  also  changed  syndica¬ 
tion  sales.  For  instance,  it’s  easy  to  e-mail 
feature  samples.  But  most  syndicates  use 
e-mail  to  supplement  rather  than  replace 
in-person  visits.  “If  I  was  to  send  an  e-mail 
to  someone  who  didn’t  know  me,  more  often 
than  not  it  would  be  treated  like  spam,”  says 
Tribune  Media’s  Page. 

How  is  e-mail  used  supplementally?  At 
the  Washington  Post  Writers  Group,  for 
instance,  newspapers  that  have  expressed 
i  interest  in  a  column  might  be  electronically 
i  informed  when  the  writer  makes  a  television 
appearance.  And  these  are  not  mass 
1  mailings.  “I  type  out  each  one  personally,” 
says  Karisue  Wyson,  who  travels  one  or 
I  two  weeks  a  month  as  WPWG’s  sales 
I  manager/North  America. 

Syndicates  continue  to  do  plenty  of 
feature  selling  by  phone.  They  call  some 
!  papers  between  regular  visits  and  dial  other 
I  papers  —  especially  smaller  ones  —  that  are 
rarely  or  never  visited. 

“You  can  do  so  much  with  a  p)erson  over 
;  the  telephone,”  explains  Glenda  Winders, 
editorial  director  of  Copley  News  Service. 
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“If  editors  are  interested  in  a  feature,  they 
and  our  salespeople  can  go  to  our  Web  site 
together  to  see  samples”  —  even  though  they 
may  be  hundreds  of  miles  apart.  Not  too 
many  years  ago,  syndicate  telemarketers  had 
to  postal-mail  samples  to  interested  editors 
and  call  back  a  few  days  later. 

Oiit  of  the  Loop,  into  the  ’burbs 

It’s  time  to  head  north  towards  The  News 
Sun  of  Waukegan,  Ill.  Sugrue  drives  back  to 
the  Kennedy,  then  to  the  Edens  Expressway. 
There’s  time  for  a  pitstop  at  Wilmette,  Ill’s 
Comer  Bakery,  where  Sugrue  stands  in  line 
to  order  a  salad  and  sits  down  to  quickly  eat 
lunch.  She  also  purchased  a  large  coffee  in  a 


able,”  replies  Sugrue.  Newspapers  usually 
pay  anywhere  from  $5  to  more  than  $100  a 
week  for  a  feature,  depending  on  their 
circulation.  The  average  rate  is  under  $20 
per  week. 

Cashman  notes  that  there  are  News  Sun 
writers  Creators  might  consider  syndicating. 
And  there’s  some  good-natured  bantering 
about  the  possibility  of  the  paper  doing  a 
story  about  Sugrue,  who  lives  just  a  a  few 
miles  away. 

Life  on  the  road:  A  mixed  bag 

Syndicate  sales  reps  —  most  of  whom 
receive  a  combination  of  salarv  and 


desk  is  a  phone  and  an  iMac.  On  the  walls 
are  Sugrue’s  diplomas  (a  BA.  in  communi¬ 
cations  from  DePaul  University  in  Chicago, 
and  a  master’s  in  the  same  subject  from 
Northwestern  University)  as  well  as  original 
cartoons  from  some  of  the  artists  she  sells 
to  newspapers.  They  include  Tony  Cochran 
(“Agnes”),  Dave  Coverly  (“Speed  Bump”), 
Rick  Detorie  (“One  Big  Happy”),  Leigh 
Rubin  (“Rubes”),  Jerry  Van  Amerongen 
(“Ballard  Street”),  editorial  cartoonists  Chip 
Bok  and  Gary  Varvel,  and  others. 

Later  that  week,  Sugrue  will  head  to 
newspapers  in  southern  Wisconsin  (where 
shell  sell  Steve  Kellev’s  editorial  car- 


III 


■  ■ 


2  p.ni.  Sugrue  and  Jeep  arrive  at 
The  News  Sun  in  Waukegan,  III. 


2:06p.llL  Getting  announced  at 
her  third  newspaper  of  the  day. 


2:27  pjn.  Chris  Cashman  of  The 
News  Sun  listens  to  Sugrue. 


w  ^ 
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_  Sucrue  in  her  Green  Oaks.  ill. 

home  office  after  a  long  sales  day. 


plastic  container  to  drink  when  she  hits  the 
road  again  for  Waukegan. 

A  little  while  later,  Sugrue  pulls  into  The 
News  Sun  parking  lot.  No  problem  finding 
a  space  here.  The  afternoon  summer  sun 
beats  down  as  Sugme  enters  the  modem, 
suburban-style  building.  She  sits  down  with 
Managing  Editor  Chris  Cashman  and  News 
Editor  Charles  Selle  in  the  middle  of  the 
newsroom  rather  than  in  an  office  or 
conference  room. 

Cashman  is  looking  for  features  of 
interest  to  young  people  and  Hispanics. 

He  says  older-skewing  newspapers  are  in 
danger  of  “losing  a  generation  of  readers,” 
and  adds  that  his  paper  serves  an  area  that’s 
now  about  50%  Hispanic.  Sugme  suggests 
columnist  Linda  Chavez. 

“She’s  not  really  speaking  to  Hispanics,” 
Cashman  replies. 

Sugme  gets  a  more  positive  response 
when  she  mentions  Peter  Guren’s  youth- 
oriented  “Ask  Shagg”  cartoon. 

“Can  we  see  it  on  the  Internet?”  Cashman 
asks. 

“Sure  —  Creators.com,”  she  says. 

Cashman  punches  up  the  site  on  the 
nearest  computer  and  looks  at  Guren’s 
feature.  “This  is  a  possibility,”  he  says.  “Send 
me  a  price  on  this.” 

“You  can  name  it  —  as  long  as  it’s  reason- 


commission  —  have  plenty  of  stories  to  tell. 
WPWG’s  Wyson,  for  instance,  recalled 
visiting  a  West  Coast  newspaper  while 
suffering  a  severe  case  of  food  poisoning. 

But  she  still  managed  to  make  a  sale  —  the 
aptly  named  “That’s  Life,”  by  Michael 
Twohy. 

Making  a  sale  is  exciting,  as  the  travel 
itself  can  be  at  times.  But  there  are  draw¬ 
backs  to  being  on  the  road,  especially  for 
reps  with  families.  “I  used  to  mn  to  the 
airplane,  now  I  walk,”  quips  United’s 
Matthews,  father  of  two  sons  —  ages  10  and 
9  —  who  were  bom  well  into  his  28-year 
sales  career.  He  adds,  “I  have  to  buy  a  T- 
shirt  for  them  in  every  town!” 

Even  the  most-traveled  reps  do  put  down 
their  briefcases  by  Friday  night.  “We  try  to 
get  our  people  home  every  weekend,”  says 
Universal’s  Duffy. 

What  do  sales  rep  do  during  their 
weekday  spare  time  on  the  road?  Some 
might  drop  exhausted  into  a  hotel  bed. 

Or  prepare  for  their  visit  to  the  next  newspa¬ 
per.  Watch  a  ballgame  on  TV.  Exercise. 

Have  a  drink.  Matthews  and  Tribune  Me¬ 
dia’s  Page  are  partial  to  reading  biographies 
and  history  books. 

Home  is  where  the  office  is 

Last  stop:  Sugme’s  office  on  the  second 
floor  of  her  Green  Oaks,  III,  house.  On  her 


toons  to  the  Kenosha  News).  The  next  week, 
it’s  on  to  newspapers  in  Indiana. 

Sugme’s  main  territory  is  the  Midwest, 
but  she  also  covers  part  of  the  East.  And, 
as  Creators’  national  sales  director,  Sugme 
visits  such  major  markets  as  New  York, 
Washington,  D.C.,  Denver,  Los  Angeles, 
and  Toronto. 

During  today’s  swing  through  Chicago 
and  its  northern  suburbs,  no  newspaper 
signed  on  the  dotted  line.  But  Sugme  laid 
the  groundwork  for  future  sales.  Indeed, 

The  News  Sun  purchased  “Ask  Shagg”  one 
week  later.  “I  don’t  try  to  twist  anyone’s  arm 
on  the  spot,”  Sugme  says.  “It’s  very  much 
a  relationship-building  effort.” 

There’s  that  “r”  word  again.  And 
svTidicates  believe  in  three  other  “r’s”: 
road  reps  =  revenues.  i) 


The  News  Sun  opted  to  buy  this  youth-oriented 
comic  strip  exactly  a  week  after  Sugrue’s  visit. 
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Violet,  ultraviolet  follow  thermal  platesetting  to  smaller  newspapers 


BY  JIM  ROSENBERG 


WHEN  COMPUTER-TO-PLATE  OUTPUT  CAME  TO 

stay  in  the  mid-1990s,  the  question  was 
how  soon  it  could  make  plates  fast  enough  for 
newspapers.  At  Nexpo  last  month,  however, 
suppliers  introduced  violet  and  ultraviolet 
platesetters  that  followed  last  year’s  lead  of  a  thermal  imager  in  pro¬ 
viding  smaller  newspapers  with  a  less-expensive,  lower-speed  device. 

Early  computer-to-plate  (CTP)  exposure  units  strove  to  hit  a  plate- 
per-minute  minimum  for  newspaper  work;  then  100  pph  productiv¬ 
ity  became  the  aim.  When  a  new  decade  dawned,  several  vendors 
competed  for  the  major-metro  high  end  at  250  pph  and  higher.  But 
after  a  supplier  shakeout  thinned  the  choice  of  platesetters,  and 


new  machines  afforded  new  exposure 
options,  remaining  vendors  took  a  longer 
look  at  the  low  end  of  the  market  —  home 
to  many  of  the  technology's  early  adopters 
and  the  vast  majority  of  North  American 
newspapers. 

Last  fall,  Creo  filled  out  its  line  of 
Trendsetter  News  thermal  imagers  when 
its  50-pph  model  joined  others  rated  at  70 
(to  which  the  new  $135,000  model  may  be 
upgraded),  100,  and  200  pph. 

Until  now,  green-light,  frequency- 
doubled  YAG-laser  exposure  of  photopoly¬ 
mer  plates  has  been  capturing  large  papers’ 
business.  Thermal,  ultraviolet,  and  blue- 
violet  devices  now  contend  with  YAG  plate¬ 
setters  and  with  each  other  on  issues  of  cost 
and  quality.  In  varying  degrees,  all  are  far 
less  sensitive  to  room  light  than  YAG. 

Nexpo’s  newest  imagers  were  blue-violet 
systems  from  Agfa- Autologic  and  ECRM. 
Last  fall,  the  former  introduced  its  first 
violet  devices  as  new  models  in  its  other¬ 
wise  FD-YAG  Polaris  line,  which  can  image 
as  many  as  350  pph,  according  to  Agfa. 

Its  two  Nexpc  announcements  were  its  first 
LT.S.  violet  buyer  —  The  Virginian-Pilot, 
Landmark  Communications’  Norfolk  daily 
and  longtime  Autologic  customer,  bought 
two  Polaris  X  platesetters  —  and  a  violet 
addition  to  its  100-pph  3850  platesetters 
that  will  run  Agfa  N91v  or  Lithostar  Ultra 
LAP-V  polymer  plates.  The  small-footprint 


Advantage  DL3850  features  improved  pro¬ 
cessing  chemistry  performance,  multiple 
plate  size  configurability  and  Agfa  Sublima 
screening,  which  varies  dot  size  in  midtones 
and  dot  frequency  in  highlights  and  shad¬ 
ows.  DL  refers  to  the  direct  loading  (no 
casettes)  possible  with  plates  that  can  be 
handled  in  a  yellow-light  environment. 

Calling  the  DL3850  an  “open,  very  trans¬ 
parent  system”  that  provides  easier  custom¬ 
er  maintenance,  Mark  Bussard,  Agfa  senior 
product  marketing  manager  for  newspaper 
CTP,  said  the  new  model  was  not  merely  a 
3850  with  a  shorter-wavelength  laser. 
“We’re  targeting  this  product  at  the  needs 
of  the  North  American  market,”  he  added. 

Like  prices  for  other  visible-light  CTP 
plates,  those  for  violet  are  “still  pretty  high 
but  ...  coming  down,”  said  Theo  De  Keers- 
maecker,  Agfa  CTP  plate  systems  interna¬ 
tional  marketing  manager.  “We  believe  we 
have  a  very  competitive  offering”  when  total 
system  cost,  including  maintenance,  is 
taken  into  consideration.  Noting  that  violet 
exposure  for  commercial  platesetting  had 
a  three-year  head  start,  he  said  that  plate 
pricing  will  benefit  from  commercial  print¬ 
ers’  volumes,  but  that  the  decline  will  not 
be  “dramatic.”  Even  conventional  analog 
plates,  he  added,  are  not  making  money 
these  days. 

ECRM  Imaging  Systems  introduced  its 
entry  to  violet  platesetting  also  with  a 


I 


ECRM's  compact  imager  offers  smaller  papers 
eight  resolutions  and  takes  a  range  of  plate  sizes 

model  for  small  and  mid-sized  newspapers. 
For  either  silver-halide  or  photopolymer 
plates  in  a  range  of  widths  and  cut-offs  up 
to  a  25.4-by-36.5-inch  double-truck,  its 
News  CTP  comes  with  a  manual  plate  feed, 
that  can  deliver  60  broadsheet  pages  per 
hour  at  1270  dpi.  An  auto-loading  version 
is  scheduled  for  release  late  this  year. 

Worldwide  Marketing  Vice  President 
Peter  Wilkens  attributed  the  device’s  ease 
of  use  and  speed  to  its  straight-through 
plate  path.  An  operator  quests  a  page,  pair, 
or  double-truck,  positions  a  plate  against 
the  integrated  registration  system,  and 
starts  exposure.  Registration  is  compatible 
with  a  wide  range  of  existing  finishing 
and  bending  systems. 

News  CTP  offers  any  of  eight  resolutions 
up  to  2540  dpi  from  either  a  30mW  laser 
for  photopolymer  plates  or  a  field-upgrad¬ 
able  5mW  laser  for  silver-halide. 

ECRM  said  the  compact  News  CTP  was 
designed  to  help  bring  smaller  papers  into 
platesetting  through  lower  price,  minimal 
training  and  maintenance,  upgradability, 
and  compatibility  with  work  flows  and 
with  other  existing  equipment. 

For  volumes  that  fall  somewhere 
between  the  new  Autologic  and  ECRM 
models  and  the  Agfa  Polaris,  alfaQuest 
already  offered  135-  and  180-pph  violet 
FasTraks  for  silver-halide  and  photopoly¬ 
mer.  Its  slow-end  product  at  Nexpo  was  a 
50-pph  semiautomatic  version  of  its 
ultraviolet  FasTrak.  At  the  same  time, 
it  renamed  its  other  UV  units  to  correspond 
to  their  faster  exposure,  using  projection- 
speed  plates—  the  automatic  or  semiauto¬ 
matic  CTP/C 110  and  the  CTP/C 160 
i  with  autoloader.  1) 
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The  Kobe  Bryant  case  raises  anew  the  issue  of  identifying 
alleged  rape  victims.  If  it’s  on  the  Web,  should  it  be  in  print? 


BY  JOE  STRUPP 


There  it  was,  on  one  of  several  Web  sites:  A 
photo  of  a  young,  blonde  woman,  her  alleged  name 
below,  and  the  claim  that  she  is  the  accuser  of  NBA  star 
Kobe  Bryant.  So  what  is  a  reporter  supposed  to  do  with 
this  information?  In  the  past,  naming  alleged  victims  of 
rape  or  sexual  assault  was  a  prime  media  taboo.  You  just  didn’t  do  it. 
But  today,  with  the  Internet  offering  an  avenue  for  anyone  to  report 
anything  at  any  time,  it  was  inevitable  that  the  identity  of  Bryant’s 
accuser  —  along  with  her  address,  emotional  problems,  and  possibly 
her  favorite  color  —  would  pop  up  along  the  World  Wide  Web, 

with  plenty  of  curious  Net  surfers,  and 


journalists,  glad  to  have  (and  possibly  share) 
the  information. 

Does  that  mean  that  newspapers  should 
finally  abandon  their  policy  of  not  naming 
alleged  rape  victims?  If  the  Internet  is 
going  to  get  the  word  out  to  the  public, 
why  should  print  journalists  feel  the  need 
to  keep  the  name  confidential?  Already, 
one  nationally  sjudicated  radio  talk  show 
host  has  revealed  the  alleged  victim’s  name, 
leading  many  to  believe  that  it  will  soon 
spread  through  the  mainstream  media. 

“It  is  no  longer  practical  that  newspapers 
will  be  able  to  succeed  in  keeping  the  name 
out  of  the  public  domain,”  said  Geneva 
Overholser,  an  instructor  at  the  University 
of  Missouri  School  of  Journalism,  who  has 
long  advocated  the  naming  of  alleged  rape 
victims  as  a  way  to  remove  the  stigma  they 
face.  “Not  only  does  the  existence  of  the 
Internet  mean  we  will  not  be  able  to  not 
name  the  victim,  but  it  also  means  that  it  is 
time  that  this  journalistic  aberration  is  not 
appropriate.” 

Overholser,  who  served  as  editor  of  the 
Des  Moines  (lA)  Register  from  1988  to 
1995,  received  national  attention  in  1990 
when  the  paper  published  a  series  looking 
into  the  issue  of  rape,  which  included 
identifying  a  victim  who  agreed  to  have  her 
story  told.  The  coverage  won  a  Pulitzer 
Prize  for  Public  Service  in  1991-  Today, 


heavily  involved  in  the  coverage  —  the 
Lm  Angeles  Times  and  the  Denver  Rocky 
Mountain  News  —  say  they  will  stick  to 
their  policy  of  not  naming  an  alleged  rape 
victim  without  her  consent.  “If  you  have 
a  policy,  which  we  do,  you  cannot  be  influ¬ 
enced  by  what  others  do,”  said  Dean 
Baquet,  managing  editor  of  the  Times, 
who  said  his  paper  has  withheld  informa¬ 
tion  about  the  victim,  such  as  her  college  or 
a  picture  of  her  home.  “In  fact  you  have  to 
be  more  conservative  today  because  the 
definition  of  what’s  out  there  has  changed. 
Anything  can  be  up  on  a  Web  site.”  Baquet 
also  stood  by  the  argument  that  a  stigma 
remains  on  rape  victims,  and  said  it  is  not 
up  to  newspapers  to  alter  it.  “It  is  not  our 
responsibility  to  change  society,”  he  said. 

“If  you  are  swayed  by  the  argument  that  it 
is  already  out  there,  you  are  not  making 
your  own  judgment.” 

John  Temple,  editor  and  publisher 
of  the  Rocky  Mountain  News,  echoed 
Baquet’s  viewpoint.  “We  can’t  be  driven  by 
what  the  Internet  or  television  does,”  he 
told  E^P.  “We  have  named  rape  victims, 
but  only  if  they  agree  to  be  named.”  He 

cited  the  recent  Air 


Kobe  Bryant’s  wife,  Vanessa,  watches  as  the  basketball  star  publicly 
admits  to  adultery.  At  right,  Geneva  Overholser  and  Dean  Baquet. 


Overholser  contends  that  naming  a  sexual 
assault  victim  will  not  only  help  overcome 
the  stigma  of  such  crimes,  but  is  a  more 
balanced  approach  to  reporting.  “It  is 
unfair  to  allow  people  to  make  charges 
and  then  have  us,  as  journalists,  shield 
them,”  she  argues. 

While  no  newspapers  have  named  the 
Kobe  Bryant  accuser,  most  have  been  quick 
to  give  details  about  her  life,  ranging  from 
where  she  attends  college  to  stories  of  an 
alleged  drug  overdose.  References  to  her 
friends  and  relatives  also  have  made  it  easy 
to  narrow  down  who  she  might  be. 

Still,  editors  at  two  of  the  major  papers 


Force  Academy  sex¬ 
ual  assault  scandal, 
which  prompted 
the  paper  to 
identify  four  alleged 
victims  after  they 
agreed  to  be  named. 

The  News  took 
its  protection  of 
victims  a  step 
further  last  week  in 
a  story  it  ran  about 
a  woman  who  had 
been  wrongly 

,  .  identified  on  several 

etball  star  publicly 

d  Dean  Baquet.  Web  sites  as 

Bryant’s  victim. 

In  the  article,  which  detailed  how  the 
woman’s  attorney  had  sent  letters  to  sever¬ 
al  sites  asking  them  to  stop  using  her  name 
and  photo,  the  News  did  not  name  the 
woman,  but  did  name  her  parents. 

Still,  this  case  could  be  a  turning  point 
for  rape  coverage.  Many  believe  if  newspa¬ 
pers  hold  off  naming  Bryant’s  accuser, 
the  historical  taboo  will  solidify.  If  not, 
this  could  be  the  last  stand  for  those  who 
oppose  such  identification.  “I  think  at 
some  point,  everyone  will  just  do  it  and  we 
will  break  through  this,”  said  Overholser. 
“There  are  difficulties.  Truth-telling  has 
victims.”  11 
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Getting  It  Right 


Newspapers  should  keep  tabs  on  the  state  of  the  Constitution 


WHEN  Meg  Greenfield  was  editorial  page 
director  of  the  Washington  Post,  she  assigned 
me  a  dream  beat  —  a  weekly  reporting  column 
on  the  state  of  health  of  the  Bill  of  Rights 
in  police  precincts,  schools,  legislatures,  and  in 
hospital  ethics  committees  on  ending  life. 

Years  before,  as  a  columnist  and  editorial  writer  for  the  Post,  Alan 
Barth  had  a  similar  beat.  He  didn’t  know  it,  but  reading  his  work,  I 
had  adopted  him  as  a  mentor.  When  asked  by  Greenfield,  I’d  already 
been  covering  the  Constitution  for  The  Village  Voice  since  1957,  and 


still  do,  but  this  was  a  ftill-time  watch. 

Since  Meg  Greenfield  died,  my  syndicat¬ 
ed  United  Media/NEA  column  appears 
in  The  Washington  Times  emd  many  other 
papers,  but  I  also  write  in  that  column 
about  Sudan,  Zimbabwe,  China,  and  Cuba, 
among  other  abusers  of  individual  liberties. 

So  as  far  as  I  can  tell,  there  is 
only  one  full-time  U.S.  Consti¬ 
tution-watcher  in  the  media, 
covering  much  more  than  the 
less-than  80  cases  the  Supreme 
Court  now  takes  every  year.  He 
is  Judge  Andrew  Napolitano, 
who  was  a  member  of  the  New 
Jersey  Superior  Court  from 
1987  to  1995,  and  continues  to 
lecture  on  constitutional  law. 

Napolitano  is  senior  judicial 
analyst  for  the  Fox  News  Channel,  often 
mocked  by  liberals  for  its  “fair  and  bal¬ 
anced”  slogan.  He  is  heard  daily  on  John 
Gibson’s  “The  Big  Story,”  as  well  as  fre¬ 
quently  in  Bill  O’Reilly’s  boxing  ring  and 
“Fox  &  Friends”  mornings.  On  June  27,  he 
appeared  on  the  Op-Ed  page  of  the  Los  An¬ 
geles  Times  (“Enemy  Combatants  Cast  Into 
a  Constitutional  Hell”). 

If  James  Madison  could  have  foreseen 
Judge  Napolitano,  he  would  have  been 
reassured,  because  the  judge  upholds 


the  Madisonian  tradition  of  protecting 
Americans  against  overreaching  govern¬ 
ment.  On  a  recent  broadcast,  Napolitano 
reminded  the  president  and  Attorney  Gen¬ 
eral  Ashcroft  that  “National  defense  implies 
not  just  defense  of  real  estate  but  defense  of 
our  values,  and  our  most  basic  value  is  the 
rule  of  law.” 

After  the  Justice  Depart¬ 
ment’s  ovm,  but  independent. 
Inspector  General  issued  a 
report  sheuply  criticizing 
Ashcroft  and  his  senior  advisers 
for  shredding  the  most  elemen¬ 
tal  due  process  rights  of  the 
hundreds  of  detainees  locked 
up  soon  after  9/11,  the  judge  — 
on  Fox  —  said  approvingly: 
“You  might  think  [the  report] 
came  from  Amnesty  International  or  the 
American  Civil  Liberties  Union.”  (Bill 
;  O’Reilly 

has  long  been  conducting  a  jihad  against 
theACLU). 

Moreover,  Napolitano  told  the  viewers  — 
probably  to  the  surprise  of  many  of  them  — 

!  that  “the  Constitution  makes  no  exceptions 
in  prohibiting  violations  of  fundamental 
i  liberties  of  citizens  or  non-citizens  on 
'  American  soil.” 

I  asked  the  judge  how  he  had  come  to  be 


so  fierce  a  paladin  of  the  Bill  of  Rights  as 
well  as  the  rest  of  the  Constitution.  “When 
I  was  on  the  bench,”  he  replied,  “I  saw  what 
some  police  and  prosecutors  do  to  bypass 
the  constitutional  rights  of  suspects  and 
defendants.” 

On  the  air,  Napolitano  analyzed  the 
July  9  Fourth  Circuit  Court  of  Appeals’ 
8-to-4  decision  in  Hamdi  vs.  Rumsfeld, 
which  sustains  the  president’s  authority, 
just  on  his  own  say-so,  to  designate  an 
American  citizen  an  “enemy  combatant” 
and  imprison  him  in  a  military  brig  on 
American  soil  indefinitely  without  charges, 
and  without  access  to  a  lawyer  or  anyone 
else,  except  his  or  her  guards.  Said  Napoli¬ 
tano:  “There  is  no  basis  in  law  or  history  for 
the  president  of  the  United  States  to  take 
away  all  the  person’s  constitutional  rights.” 

It  would  not  strain  the  budget  of  an 
American  newspaper  of  any  size  to  have 
the  Constitution  as  a  regular  beat  —  with 
a  reporter,  a  reporter-columnist,  or  an 
adjunct  journalist  whose  other  job  is  a 
professor  of  constitutional  law. 

The  Freedom  Forum’s  annual  survey 
of  Americans’  knowledge  of  the  First 
Amendment  —  and  a  number  of  polls  on 
the  citizenry’s  familiarity  with  their  other 
basic  liberties  and  rights  —  keep  revealing 
how  undereducated  many  Americans  are 
on  the  freedoms  we  are  fighting  to  protect 
against  the  terrorists. 

Judge  Napolitano  asked  in  the  Los 
Angeles  Times-.  ‘Who  is  an  enemy  com¬ 
batant?”  Surely  other  newspaper  readers 
should  know  his  answer:  “Today,  it  can  be 
anyone  the  president  wants,  and  that  is 
terri^ing.” 

As  for  an  alleged  “enemy  combatant” 
citizen  who  is  not  allowed  to  communicate 
with  a  lawyer  to  exercise  his  right  to 
confront  his  accuser’s  evidence  against  him, 
even  if  that  accuser  is  the  president  of  the 
United  States,  the  judge  reminds  us  to 
suppose  that  the  citizen  stripped  of  his 
rights  “was  a  journalist  embedded  with 
the  troops  —  or  a  tourist  who  turned  the 
wrong  way?  He  should  have  the  right 
to  challenge  his  designation  as  an  enemy 
combatant,  and  the  president  should  have 
to  prove  it.” 

What  a  revolution  there  would  be  in 
reeiders’  understanding  of  Americanism  if 
every  newspaper  had  the  equivalent  of  a 
Judge  Napolitano.  11 
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in  the  newspaper  industry. 
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hese  are  the  beautiful  mountains  of 
Eastern  Kentucky.  Here  in  this  rural  splendof 
the  Lexington  Herald-Leader  uncovered  an 
ugly  truth:  On  a  per  capita  basis,  Eastern 
Kentucky  drug  stores,  hospitals  and  other 
legal  outlets  received  more  prescription 
painkillers  than  anywhere  else  in  the  nation. 

The  newspaper's  unprecedented  analysis 
of  federal  data  revealed  that  nearly  half  a 
ton  of  narcotics  made  its  way  to  seven  small 
mountain  counties  between  1998  and 
2001  —  the  equivalent  of 
3,000  milligrams  for  every 
adult  living  there.  (A  typical 
•  g  ■  pill  might  contain  10 

I  I  20  milligrams.) 

1  ■  1  Those  drugs  begin 

ua  legal  medicines,  but  many  are  diverted 
into  illegal  sales  and  abuse,  according  to 
the  federal  Drug  Enforcement  Administration. 

"A  state  police  captain  says  that  for  every 
prescription-drug  dealer  his  officers  take  off 
the  small-town  streets,  four  replacements  are 
ready  to  take  over.  A  public  defender  in 
Perry  County  estimates  that  95  percent  of 
his  clients  either  sell  or  abuse  prescription 
drugs.  Eastern  Kentucky  circuit  court  dockets 
are  jammed;  possession  and  trafficking 
charges  related  to  all  controlled  substances 
jumped  348  percent  from  1997  through 
2001,"  the  Herald-Leader  reports. 

The  newspaper's  seven-part  series, 
"Prescription  for  Pain,"  examined  how  the 
system  encourages  illegal  drug  use. 
Through  its  investigative  efforts,  the  Herald- 
Leader  exposed  myriad  related  issues 
contributing  to  the  problem  -  from  long 
waiting  lists  at  residential  drug  treatment 
centers  to  corruption  in  local  law  enforcement 
agencies,  lengthy  crime  lab  backlogs  and 
overloaded  court  dockets. 

We  congratulate  the  Herald-Leader 
for  exceptional  reporting  that  has  brought 
to  light  a  problem  called  the  first  "addiction 
epidemic"  started  in  a  rural  area. 

Knight  Ridder.  What  a  difference  a 
newspaper  can  make. 
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